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Abstract 
 
There is lack of a strategic body of literature and books of the practice of public relations 
(PR) in Uganda. This prohibits the public relations practitioners to participate in African 
and disadvantages the PR practitioners in terms of participating in African and global 
debates about their   discipline. The lack of knowledge in PR has an impact on the way 
practitioners carry out their duties in an organisation and it also has an impact on the way 
top management views practitioners.  This treatise focuses on PR practitioners in 
Kampala, Uganda. The research focused on global literature on what roles practitioners 
carried out in the rest of the world, and this was then compared with the roles of Ugandan 
practitioners 
 
The research discusses current literature in the field of roles research and empirically 
analyses the role of technician, manager and strategist in Uganda. 
 
The data was collected by means of a self-administered questionnaire mainly through 
email and door-to-door distribution of questionnaires and lastly through telephone 
interviews. The research was conducted in the Kampala District. The majority of the 
practitioners in Uganda currently do not fulfill the roles of technician, manager and 
strategic role. 
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CHAPTER ONE 
INTRODUCTION 
1.1 INTRODUCTION 
The current global discussions regarding the fundamentals of public relations (PR) 
attempt to draw conclusions about the purpose of the PR profession in the 21st century 
(Hutton, 1999; Van Ruler, Vercic, Flodin & Butschi, 2001). In the 21st century there is a 
growing realization that business as practiced in the past will not be sustainable in the 
future. Organisations will have to adapt to the fact that the stability they once knew is 
gone forever (D-Aprix quoted by Verwey, 1998:1). A new business paradigm is being 
institutionalized at present to ensure social order in an increasingly differentiated society. 
This paradigm is characterised by corporate self-control and a more expansive corporate 
social responsibility. Since government regulation and market forces are no longer 
sufficient to ensure social order, legitimacy is becoming a precondition for corporate 
social acceptance (Holmstrom quoted by Vercic, White & Moss, 2000:41, 45). A 
fundamental shift in the relationship of business to individuals and to society as a whole 
is thus taking place (Verwey, 1998:2-3). The development has implications for the role 
played by the public relations (PR) function in the modern organisation. 
 
These discussions have motivated this study on the role of PR practitioners in Uganda. 
The concept of role is a key to understanding PR (Dozier in Grunig, 1992:327). 
According to Petersen, Holtzhausen and Tindall (2002:1), it is essential to examine PR 
roles in international settings in order to understand how PR is practiced in a particular 
country. 
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The roles PR play vary in terms of organisations, individuals and the attitude of the 
society. According to Steyn (2000) the concept of role refers to the standardized patterns 
of behaviour required of individuals in specific functional relationships: through roles 
organisations express expectations. Practitioner roles are essential to understanding the 
function of Public Relations. Roles define the everyday activities of practitioners. 
Research on PR roles therefore studies individual practitioners and their work activities 
(Steyn, 2000:14). 
 
Furthermore, the PR role is characterised as both descriptive and prescriptive. One can 
choose to affirm or deny role responsibility. Particularly when the occupant of a position 
is a researcher or a professional, it might be expected that the requisite knowledge and 
skills incumbent in these esteemed positions would be sufficient to guarantee research 
integrity expect in a few extraordinary cases. So, what might explain why scientists and 
other professionals do not live up to their highest ideas? Professionalism entails a 
multiplicity of tasks and a variety of new roles; not all individuals occupying these roles 
of trust have been adequately prepared and socialised to them. Society is characterised by 
autonomous spheres of endeavor within which only some roles are realised and therefore 
accountability may be weak or lacking (Report of a Conference, April 2000). 
 
The job description of someone working in PR varies. Firstly there are two broad types of 
PR work. Someone who works “in-house” will be employed by an organisation and will 
deal exclusively with that organization’s. Those who work for a consultancy will be 
involved with a wide range of clients who make use of the consultancy’s independent 
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services. It is also possible to find consultancies that specialise in one sector. As 
consultancies are generally only used on a short-term basis, there is a large degree of 
competitiveness. 
 
Public relations takes many forms and comes under a range of titles, which include 
investor relations, public affairs, corporate communication and marketing and customer 
relations. 
 
The job titles PR account executive and PR officer are widely used. The activities in the 
job will vary greatly but generally include: Programme planning; media relations; writing 
and editing, planning, research and evaluation; design and production and special events. 
 
Broadly speaking, public relations is concerned with the following: 
• Telling an organisation’s or an individual’s story to the public. 
• Promoting products and services to the public, possibly on behalf of another 
company (this could be done through the press in the form of articles or in 
promotional features). 
• Shaping an organisation and the way it works. 
• Lobbying - some consultancies offer this in their overall portfolio or may 
specialise in lobbying. 
• Talking to the press about a topical issue and putting forward a certain viewpoint 
on behalf of an organisation. 
• Product promotion. 
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Those who work in PR will work very closely with the media so it is advantageous to 
have an understanding of how various parts of the media work. 
Since the practice of PR varies between organisations and the type of work a consultancy 
does, it is not wise to investigate the PR practitioner’s roles globally and compare them to 
the Uganda perspective. This chapter will therefore discuss the different definitions of the 
term “Public Relations”. The study will investigate the global perspectives on PR 
practices and further an empirical study will be carried out in Uganda to find out the 
activities of PR practitioners and their definition of public relations practice. 
 
1.2 Research Problem 
Although it is countries with well-structured and established systems that have 
contributed the most to the literature and empirical evidence found in the field of PR, this 
does not mean that PR is not active in developing countries. (Heerden& Rensburg, 
2005:70). However, very little has been documented about the practice of PR in 
developing countries, which also holds true for those in Uganda. Professionals in the field 
often see the theoretical foundation for public relations irrelevant to the practical 
application of its duties. Many organisations that have public relations departments are 
misusing the function by making it an extension of other departments or filling PR’s top 
management with managers from other fields. This encroachment limits the public 
relations function, thus not enabling it to fulfill its full potential. 
 
The problem that this research attempts to address could therefore be formulated as 
follows: There is a lack of knowledge and understanding of the practice of PR in Uganda. 
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This prohibits its participation in global discussions on the fundamentals of PR and 
allows the encroachment of other departments on PR.  In order to contribute towards a 
global PR body of knowledge, it is necessary to explore the practice of PR in Kampala, 
Uganda especially the worldviews and roles played by its practitioners. 
 
1.3 Research objectives 
The research objectives of this study will consist of two parts, the first being a theoretical 
literature study and the second an empirical study: 
 
Part One: A theoretical literature study will be undertaken to: 
• Describe the practice of PR, in terms of the roles (activities) of PR from a 
theoretical perspective, focusing on global theory 
• Explore the level of development of the practice of PR from a theoretical 
perspective, using global theory. 
 
Part Two: An empirical research study will be undertaken to: 
 
• Identify the roles (activities) of the practice of PR in Kampala, Uganda; 
• Identify the level of development of the practice of PR in Kampala Uganda. 
• Compare the realities of the Ugandan experience with the ideas of the theoretical 
study. 
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1.4 Definition of Concepts  
The next step is to define and briefly explain some of the major terms that have been used 
during the course of the study. 
 
Public Relations 
There have been numerous attempts at defining the concept ‘Public Relations’. (For 
instance Dr.Harlow1982; The PR Society of America; The British Institute of PR.The PR 
Institute of Southern Africa and the First World Assembly of Public Relations 
Association held in Mexico City in 1978).  
 
• Dr. Harlow defined PR as a distinctive management function which helps 
establish and maintain mutual lines of communication, understanding, acceptance 
and cooperation between an organisation and its publics (Cutlip & Center, 
1982:5). 
• The First World Assembly of Public Relations Associations held in Mexico City 
in 1978, defined it as “the art and social science of analysing trends, predicting 
their consequences, counseling organisational leaders, and implementing planned 
programmes of action which will serve both the organisation and the public 
interest”. 
• The British Institute of PR defines the function as the deliberate, planned and 
sustained effort to establish and maintain mutual understanding between an 
organisation and its publics. 
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• The definition adopted by the Public Relations Institute of Southern Africa 
(PRISA) states that “Public Relations is the management through communication 
of perceptions and strategic relationships between an organisation and its internal 
and external stakeholders”. 
 
The above definitions, share a common understanding of PR as serving the organisation 
and its publics. The definitions compare with the dictionary based definition of public 
relations as “the state of the relationship between an organisation and the public”. 
(Oxford Advanced Learners Dictionary: 2004).  
 
Management Function 
Denny Griswold defines it as the management function, which evaluates public attitudes, 
identifies the policies and procedures of an organisation with the public interest, and 
executes a program of action (and communication) to earn public understanding and 
acceptance (Wilcox, Ault & Agee, 1986:7). Defining PR as a management function 
elevates it above the traditional view of simply applying a number of communication 
techniques. Thus, PR is not equal to or simply the result of techniques or methods such as 
publicity, media relations, promotions, or industrial journalism. Grunig argues that the 
three terms- organisation, stakeholders and management-represent the management 
function in its broadest sense, referring to communication that is managed by an 
organisation: therefore broader than communication techniques or specialised 
programmes such as media relations or publicity (Steyn & Puth, 2000:7) 
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Strategy 
Strategy has taken on a variety of connotations. Authors use the term strategy with 
different meanings. In providing the following definitions, an attempt will be made to 
shed light on the meaning of strategy. 
 
Strategy can be defined as: 
• The art or science of affording maximum support to adopted policies; 
• An organisation’s pro-active response to an ever-changing environment: the 
instrument that enables an organisation to find synthesis between its goals and 
resources in view of the risks and challenges of the changing environment; 
• An indication of an organisation’s positioning for the future, the what rather than 
the how; 
• The thinking, the logic behind the actions; and 
• Doing the right thing rather than doing things right (Steyn & Puth, 2000:29). 
Communication is increasingly gaining the status of an indispensable management 
function. Senior communication practitioners are no longer merely seen as ‘information 
conduits’, but rather as fully-fledged strategic advisers to top management. These 
practitioners must think strategically and demonstrate their knowledge of the 
organisation’s mission, goals and strategies by aligning communication goals with those 
of the organisation (Steyn & Puth, 2000:18). 
Organisation 
What is an organisation? 
 
 17
• A group of persons with a common objective (Neoclassical). 
• A structured process in which individuals interact for objectives (Hick, 
Management of organisations, pg 23). 
• A structure of relationships, power, objectives, roles, activities, communications 
and other factors that exist when persons work together. 
• A set of social relations deliberately created with the explicit intention of 
continuously accomplishing some specific goals or purposes. 
• A system of structural interpersonal relationships…(within which)… individuals 
are differentiated in terms of authority, status and role with the result that personal 
interaction is prescribed…Anticipated reactions tend to occur, while ambiguity 
and spontaneity are decreased. (Stinchcombe, 1964:142). 
 
1.5 The Move from the PR to Corporate Communication 
Corporate communication originated from a tradition of press agentry and publicity. The 
term corporate communication is increasingly being used to describe the management 
function that is still referred to as public relations by some. The author believes that 
corporate communication is a more accurate and valid description of what is required in 
most modern organisations (Steyn & Puth, 2000:3). 
 
 Individual companies and other groups, however often use other terms to describe the 
public relations function (Wilcox, Ault & Agee, 2006:12). Many of America’s largest 
companies, for example, prefer the term corporate communications. According to the 
1983 O’Dwyer’s Dictionary of Corporate Communication, the phrase corporate 
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communications is used by 108 companies in Fortune magazine’s list of America’s 500 
largest corporations. The term is a handy umbrella to cover all types of communication 
within a company, such as advertising, employee publications, news bureau, speech 
writing, community relations, government affairs, and consumer hotlines. 
 
In the academic context, public relations repeatedly needed to be redefined to keep 
abreast with changes and developments in the field. This has particularly been the case 
during the last decade in which the discipline was characterised by an increasing search 
for excellence and a stronger scientific base. The negative legacy of public relations made 
it increasingly difficult to retain the name in a new paradigm of theory and practice 
(Steyn & Puth, 2000:3). 
 
1.6 Importance of the study 
The practice of PR, despite being defined differently by different scholars is becoming an 
essential part of the success or failure of many businesses. The study will therefore firstly 
provide information on the global literature on public relations, secondly an empirical 
study will be carried out in Kampala, Uganda. The importance of the study will be to 
provide an insight into how PR is practiced in Kampala, Uganda and this will allow for 
literature about Kampala, Uganda to be known by other researchers and PR practitioners 
in the world. This creates a platform for transferring knowledge .The sharing of ideas will 
also contribute to the development and advancement of the field of PR in Uganda. Very 
little empirical research has been documented specifically referring to the practice of PR 
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in Uganda, due to that, it is not even readily available. This study will provide empirical 
information about Uganda PR. 
 
1.7 Limitations of the study 
Initially, it was planned to focus on Uganda as a whole but, because of the issues in the 
Northern region of the country and lack of accessibility to other parts of the country, the 
study was conducted only in Kampala, the capital of Uganda .This also narrows the scope 
of the study and gives it a more clearly defined focus. 
MAP OF UGANDA SHOWING KAMPALA 
 
NB: Yellow mark indicates the location of Kampala. 
Kampala is the capital of Uganda. With a population of 1, 208, 544, it is the largest urban 
settlement in Uganda. It is located in the district of Kampala at 0°19′N 32°35′E, at 
3,900ft (1,189 m) above sea level. 
 
 20
1.8 Delimitations of the study 
In order to develop a body of knowledge, it is necessary to define the PR profession. In 
an attempt to define the profession it is necessary to determine the status of education, 
research and the practice of PR. But because of time and resources, the main concept 
under investigation in this study is the practice of PR. And that is the activities (roles) of 
the practice of PR are under study. The research will exclude the education and the 
research part of PR in Uganda. This will be done through a literature review as well as an 
empirical phase. 
 
The next chapter will describe the theoretical framework used for the study 
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CHAPTER TWO 
THEORETICAL FRAMEWORK 
2.1 Introduction 
In many cases, public relations functions have been delegated to people from other fields: 
lawyers without background in public relations or even communications; former media 
personnel who have been on the receiving end of public relations material but have no 
theoretical background; management-trained executives whose business school education 
did not include any courses in public relations; or marketing experts who have no 
knowledge of the overall communications components. If management doesn’t know 
what the public relations function should be, and many do not, the function becomes what 
the person doing the job knows how to do best. In other words, the corporate 
communications environment, the education of the individuals doing the job, the type of 
organisation and the culture in which they function all significantly affect what actually 
happens under the name of public relations (Newsom, Turk, Kruckeberg, 2000:19). 
 
Given the above theoretical focus, the next section addresses the following issues: The 
Role Theory; what roles are expected to be performed by PR practitioners, discussed 
from different global perspectives and what activities PR practitioners need to fulfill 
those roles? 
 
2.2 Role Theory 
The groundbreaking work by Katz and Kahn (1978:186) gave, “the role concept a 
central place in our theory of organisations. [They] have defined human organisations as 
 22
role systems”. Each “office,” as the authors refer to it, has a certain expected set 
of behaviours associated with it and each office is interdependently linked to other offices 
constituting a role-set. A role for each office has a myriad of perceptions attached to it for 
each focal person. Each role is sent and received by each office giving it what the authors 
refer to as four concepts: role expectations, sent-role, received role, and role behaviour 
(pp. 194-195). Two highly important aspects of Role Theory that correlate with public 
relations are what Katz and Kahn refer to as role conflict and role ambiguity. Role 
Conflict stems from numerous instances such as two conflicting and opposing role 
expectations, disagreements from different role senders, alternate role expectations from 
the same sender or even conflicting roles of the same focal person (p. 204). Role 
ambiguity involves the opposite problem. Ambiguity occurs when a focal person is 
uncertain what actions for which the specified office is responsible or when “the 
membership of the role-set, the ends to be served by role enactment, and the evaluation of 
present role behaviour” (p.206) is uncertain. 
 
The tying together of public relations and Role Theory seems a logical fit. Works by 
Lauzen (1992) and Dozier and Broom (1995) review the roles public relations 
Professionals enact in organisations and their effects. Katz and Kahn (1966, 1978) argued 
that organisations are best understood as open systems, involving acts and events of 
people linked together through behaviors and ongoing relationships. Individuals in 
organisations occupy offices, such as vice president for corporate communications or 
audiovisual production specialist. An office is a point in organizational space located by 
virtue of its relationships to other offices and to the organization as a whole. A 
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behavioural set is expected from the occupant of that office (Botan & Hazleton, 
2006:138). 
 
Office defines behavioural sets in a relatively static and formal manner. Organisational 
role on the other hand, is defined as “recurring actions of an individual, appropriately 
interrelated with the repetitive activities of others so as a yield a predictable outcome” 
(Katz & Kahn, 1978:189). Therefore, roles can be abstracted through induction from 
observed behaviors, as well as deductively from theoretical expectations. 
Role behaviour does not occur in a social/organisational vacuum; role expectations are 
transferred to organisational members through role sending and role receiving. Role 
sending is the social process whereby relevant officeholders in an organisation prescribe 
and proscribe behaviors that define role expectations for an officeholder. With particular 
regard to particular roles, relevant officeholders include members of the dominant 
coalition those members of organisations with the collective power to make strategic 
choices and change organisational structure (Robbins, 1990:251). 
 
As traditionally conceptualised in practitioner roles research, role is treated and measured 
at the individual level of analysis, as an attribute of the practitioner. However, findings 
from the Excellence Study (Dozier, Grunig & Grunig, 1995) suggest that the role of the 
public relations unit or department is of considerable importance in a comprehensive 
theory of practitioner roles. That is, dominant coalitions have role expectations of their 
public relations departments, which are communicated in various ways to the department. 
Public relations departments, in turn, enact roles as departments in organisations that do 
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not necessarily have one to one correspondence to individual practitioners roles. For 
example, various members of the public relations department may be involved with the 
organization’s interdepartmental strategic planning team from time to time, although 
strategic planning may not be reflected in their individual, day-to-day roles (Botan & 
Hazleton, 2006:139). Indeed, the whole of the departmental role may be greater than the 
sum of individual role enactments of practitioners that make up the department. 
 
2.3 The roles of PR practitioners in an Organisation 
The concept of ‘roles’ refers to the everyday activities of PR practitioners. The function 
of PR, according to Broom (1986:2), is gathering, assimilating, interpreting and 
disseminating intelligence about the environment”. PR roles are the behavioural patterns 
of individuals in organisations practicing PR. These roles set individuals apart and define 
expectations from the organisations’ perspectives. The concept of role is a key to 
understanding PR (Dozier in Grunig, 1992:327). According to Petersen, Holtzhausen and 
Tindall (2002:1), it is essential to examine PR roles in international settings in order to 
understand how PR is practiced in a particular country. 
 
Patrick Jackson, a former president of the PR Society of America (PRSA) and publisher 
of PR Reporter, makes the case for their public relation roles. 
He once wrote: 
“As soon as there was Eve with Adam, there were relationships and in every society, no 
matter how small or primitive public communication needs and problems inevitably 
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emerge and must be resolved. Public relations is devoted to the essential function of 
building and improving human relationships”. 
 
Van Riel (1995:2) views the contribution of corporate communication to the achievement 
of organisational goals performing the ‘mirror’ and window function professionally. The 
author conceptualised the role of the strategist based on Van Riel’s mirror function. The 
redefined manager and technician roles are based on Van Riel’s (1995:2) window 
function, broadening the latter to the preparation and execution of a communication 
policy and strategy, resulting in messages that portray all facets of the organisation. 
 
• The Mirror Function 
This refers to the monitoring of relevant environment developments and the anticipation 
of their consequences for the organisation’s strategies and policies. Large organisations 
usually gather large amounts of information, but it is not used in the strategy formulation 
process because it is not gathered or interpreted at one collection point (Steyn and Puth, 
2000:19). 
 
• The Window Function 
This refers to the preparation and execution of a corporate communication strategy and 
policy, resulting in messages that portray all facets of the organisation. Corporate 
Communication practitioners interpret the philosophies, policies, programmes and 
practices of top management to its stakeholders (Steyn and Puth, 2000:19). 
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Thus the (redefined) manager role is regarded as a role at the meso or functional level of 
the organization. In addition to managing the corporate communication function, its most 
important activity is to develop corporate communication strategy providing direction to 
the organization’s communication with strategic stakeholders and acting as a framework 
for corporate communication plans. The traditional role of the technician is regarded as a 
role at the micro or implementation level, implementing communication plans and their 
activities. The strategist is thus differentiated from the previous two roles in being a 
strategic role at the top management or macro level of the organisation (Riel, 1995:4). 
Below I will look at the global perspectives on the roles of public relations 
 
2.4 North America Perspectives on PR roles 
Launched by Glen Broom in the 1970s (Broom & Smith, 1978,1979) roles research 
sought to develop a typology of practitioner roles that would adequately account for the 
myriad day to day activities of public relations professionals. Broom conceived of 
practitioners as consultants to dominant coalitions, with each role type providing a 
distinct form of assistance. Initially, Broom explicated five roles; however a pretest led 
Broom to reduce the number to four. 
Broom and Smith (in Grunig, 1992:329) conceptualised four theoretical roles, namely the 
expert prescriber, the communication facilitator, the problem solving process facilitator 
and the technician role. 
i) The expert prescriber 
They are seen as the authority on communication and management relies on them to 
come up with solutions to problems. The expert prescriber researches and defines PR 
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problems, develops programmes and implements them, sometimes with the help of 
others. Much like the traditional doctor-patient relationship, the expert prescriber 
makes recommendations and the dominant coalition complies. 
 
ii) The Communication Facilitator 
These individuals act as go-betweens, interpreting, mediating and keeping open two-
way communication between an organisation and its public. They are often the 
official contact points in organisations, are trusted by stakeholders and the 
organisation a like and act in the mutual interest of all involved. 
 
iii) The problem-solving facilitator  
These individuals work with others in the organisation to identify and solve problems.  
They are involved in strategic decisions from the beginning, helping to set objectives, 
defining communication needs and advising on implementation. Problem-solving 
facilitators are perceived to be skilled at helping others in analysis and solution 
finding and as such are invited into the decision-making coalition. 
 
 
 
 
 
 
 
 28
Manager Role Items 
Process facilitator I plan and recommend courses of action for solving public 
relations problems. 
Process facilitator I diagnose public relations problems and explain them to 
others in the organisation 
Expert Prescriber Because of my experience and training, others consider me 
the organisation’s expert in solving public relations problems 
Process facilitator I operate as a catalyst in management’s decision making. 
Process Facilitator In meetings with management, I point out the need to follow a 
systematic public relations planning process. 
Expert Prescriber I take responsibility for the success or failure of my 
organization’s public relations program. 
Communication 
facilitator 
I keep management informed of public reactions to 
organisational policies, procedures and/or actions 
Expert Prescriber I observe that others in the organisation hold me accountable 
for the success or the failure of PR programs 
Process Facilitator I encourage management participation when making the 
important public relations decisions. 
Expert Prescriber I make the communication policy decisions 
Communication 
facilitator 
I report public opinion survey results to keep management 
informed of the opinions of various publics 
Communication 
facilitator 
I create opportunities for management to hear the views of 
various internal and external publics 
Communication 
Facilitator 
I conduct communication audits to identify communication 
problems between the organisation and various publics 
 
Public relations managers are responsible for a variety of tasks that are different from 
those performed by public relations technicians. Managers establish policies and are 
responsible for the outcomes of public relations programmes. They do research and 
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segment publics. They counsel other managers. They plan and budget public relations 
programmes and they sometimes supervise the work of public relations technicians. 
Knowledge necessary to competently perform the managerial role is defined by role 
tasks. Knowledge of management theories should be useful in performing tasks such as 
supervision, planning and budgeting (Botan & Hazleton, 2006:208). Understanding of the 
organisational environment, what Katz and Kahn (1978) call systematic perspective is 
necessary to successfully identifying problems and their resources. 
 
iv) The Communication Technician 
In this role, the practitioner provides technical services, generating collateral 
materials needed to implement public relations programs developed by others. Broom 
described practitioners enacting this role predominantly as journalists in residence, 
hired away from news organisations for their media relations and production skills. 
This often highly skilled individual carries out communication programmes and 
activities such as writing news releases, editing house magazines and developing 
websites. They will not be involved in organisational decision-making. 
Knowledge represents an underlying conceptual framework for performance. 
Competent public relations technicians must possess knowledge of writing styles and 
forms, options and principles of layout, and design and editing styles, as well as other 
knowledge that facilitates message production. For example, in writing media 
releases and preparing media kits, public relations practitioners must know and 
understand the “five Ws” of journalistic writing and the use of the inverted pyramid. 
Below is what a technician is expected to do. 
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      Technician Role 
• I handle the technical aspects of producing public relations materials 
• I produce brochures, pamphlets and other publications 
• I maintain media contacts and place press releases 
• I am the person who writes public relations materials presenting information on 
issues important to the organisation 
• I do photography and graphics for public relations materials 
• I edit and/or rewrite for grammar and spelling the materials written by others in 
the organisation. 
 
The Manager-Technician Dichotomy 
Broom discovered that the three roles he had originally conceptualised as distinct 
were, at the operational level, highly correlated. Although the expert prescriber, the 
communication facilitator and the problem solving facilitator roles remain 
conceptually distinct roles, practitioners tend to enact these three roles simultaneously 
in their actual, day-to-day work. The three conceptual roles are not correlated with the 
communication technician role, however. The communication manager enacts aspects 
of the expert prescriber, problem-solving process facilitator, and communication 
facilitator roles. Those enacting the communication manager role make 
communication policy decisions and are held accountable by themselves and by 
others-for the success or failure of public relations programmes. The communication 
manager role involves the dominant coalition in a systematic planning process and 
serves as a catalyst for decision-making. Such practitioners also facilitate 
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communication between the dominant coalition and publics by informing 
management of public reactions to organisational policies, procedures, and /or 
actions.  
The role of the Strategist 
This new role of the most senior corporate communication practitioner consists of 
monitoring relevant environmental developments and anticipating their consequences 
for the organisation’s policies and strategies, especially with regard to relationships 
with stakeholders. This is the information gathering and processing role of the 
boundary spanner, being part of the strategy formulation team that adapts the 
organisation to the future. It constitutes corporate communication’s inputs into the 
organisation’s strategic decision-making process, resulting in a contribution towards 
organizational strategy. 
 
The strategic role is played at the macro or top management level of an organisation: 
constituting a strategic role for the most senior corporate communication practitioner 
responsible for the corporate communication function. Having a practitioner in this 
new roles should overcome the shortcomings of practitioners described by CEOs and 
remove most of their dissatisfaction with the lack of strategic direction displayed by 
the corporate communication function (Steyn & Puth, 2000:20). 
 
The strategist’s involvement at the macro level consists, firstly, of conducting 
environmental scanning to acquire strategic information on stakeholders and issues. 
This entails identifying the organisation’s strategic stakeholders and their concerns, as 
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well as determining the consequences of organizational behaviour and policies for 
them. Furthermore, identifying and monitoring issues around which publics and 
activists emerge before they erupt into crises (Grunig & Repper, 1992), and 
anticipating their consequences for organizational strategies, policies and strategic 
stakeholders are other important functions of the strategist. 
The role of the strategist is also based on the boundary-spanning role of (information) 
inputs to the organisation, which corresponds with: 
 
• Adams (1976) boundary spanning role of acquisition; 
• Aldrich and Herker’s (1977) boundary spanning role of information 
processing; 
• Katz and Kahn’s (1966) boundary spanning role of procuring resources, 
relating the organization to its larger community or social system; and 
adapting the organization to the future by gathering information about trends; 
• Liefer and Delbecq’s (1978) boundary spanning role of protecting the 
organization from environmental stress and acting as regulators of information 
and material flow between organization and environment. 
 
As a boundary spanner, the strategist creates meaning with regard to the 
environment and develops a shared understanding among top managers of what 
the environment constitutes. Although consensus exists that the environment 
creates great uncertainty for top management, they are not clear about what it is 
that must be studied. The strategist regards the strategic management of 
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organizations is inseparable from the strategic management of relationships. The 
environment is therefore seen as the product of the strategic decisions of others, 
namely as a collection of stakeholders and a patterning of issues (Steyn & Puth, 
2000). An analysis of the values, needs, opinions, judgments, perceptions, 
expectations and even feelings of internal and external stakeholders, as well as 
other interest groups in the public sphere, is seen as the first step in the strategic 
process. Providing this intelligence to top management and making sure that these 
aspects are considered in strategic decision-making (Steyn, 2000c) will go a long 
way to maintaining public confidence in the legitimacy of the organisation’s 
operations and its business conduct (RSA Inquiry, 1996) 
 
Summary 
In practice, of course these roles are not mutually exclusive and experienced practitioners 
may adopt all these roles to a greater or lesser degree, but research suggests that a 
dominant role will tend to emerge for each practitioner. Druck and Hiebert’s (1979) 
guidebook laid out a professional advancement strategy that presumed the movement of 
practitioners from largely technical roles at the beginning of their careers into managerial 
roles as they gained more professional experience. The subtext, of course, is that 
individual practitioners who do not advance into management roles are stuck in 
essentially entry-level work of little value. 
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2.5 European perspectives on PR roles 
According to Van Ruler et al (2001:380), there are identifiable differences in the 
European approach to PR. The most profound difference lies in the reflective role of PR, 
which they consider to be the most important. The practice of Reflective PR entails 
providing information on changing societal standards, expectations and values and 
adapting organisational norms and values accordingly. The focus here is on socially 
responsible behaviour by the organisation in order to increase its legitimacy in the eyes of 
society. 
 
The EBOK project team (Van Ruler et al., 2001:380) conceptualised four dimensions or 
roles of European PR practitioners, briefly discussed before 
• The reflective role is concerned with organisational standards and values aimed at 
the decision makers in the organisation. This role is responsible for the analysis of 
the changing standards and values in society. This is essential for an organisation 
striving to be socially responsible and to be seen as legitimate. 
• The managerial role is mainly concerned with the organisational mission and 
strategy aimed at commercial and other groups. The development of strategies is 
aimed at gaining public trust and/or mutual understanding through relations 
between the organisation and its public groups. 
• The operational role is aimed at implementing and evaluating the communication 
process formulated on behalf of the organisation by preparing a means of 
communication. 
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• The educational role is considered with the behavioural of the members of the 
organisation and is aimed at internal public groups. This role assists members of 
the organisation in becoming communicatively competent, in order to respond to 
social demands. 
 
In considering the managerial and operational EBOK roles, it is clear that they are similar 
to the historic roles of managers and technician and are therefore equated for the purposes 
of this study. 
 
 
2.6 A South African Perspective 
The manager and technician roles are therefore uncorrelated as they are empirically and 
conceptually different (Steyn, 2000:16). In terms of organisational level, the manager role 
will function on a functional level and the technician role on an operational level. 
 
Regarding the widely accepted two-role typology of manager and technician as limited in 
describing the activities of senior public relations practitioners, Steyn (2003:1) 
conceptualised and empirically tested a third role for public relations, namely the 
strategist in the South African context. It was based inter alia on Van Riel’s ‘mirror’ 
function (Steyn 2002:44). It was however broadened to include: “monitoring of relevant 
environmental developments and the anticipation of their consequences for the 
organization’s policies and strategies, especially with regard to relations with 
stakeholders and other interest groups in society” (Steyn, 2003:8). 
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According to Steyn (2003), many similarities can be drawn between the role of the 
strategist and the reflective role. Therefore the role of the strategist was adapted to 
include the European perspective. 
 
2.7 Conclusion regarding the different perspectives 
The EBOK project explained that the reflective role is theoretically different to that of 
either the manager or technician. Steyn (2002:46) is of the opinion that the role of the 
strategist is closest in nature to the reflective role identified by the EBOK project and 
theoretically conceptualised by Holmstrom (1996). According to Steyn (2000:20), the 
most senior PR practitioner in an organization usually takes on the role of the strategist. 
The similarities between the role of the strategist and the reflective role as pointed out by 
Steyn and Butschi (2003:20) can be summarised as follows: 
 
• Fulfilling a boundary spanning role on macro-level, and feeding top management 
with strategic information from the external environment; 
• Influencing top management’s decision making, organisational strategies and 
behavior based on the understanding of the social intelligence; and 
• Participating in the management of trust, legitimacy and organisational reputation. 
 
South African authors Singleton and Groenewald (2003:3) refer to the reflective task of 
PR as a task that is within the space between the organisation and its environment using 
the ‘window out and window in’ reflection. These authors refer to trust as fragile and 
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therefore the organisation’s behaviour needs to be aligned with its intentions. They 
further mention that the motive of reflective PR is functional, not ethical, rationale is 
cognitive, not normative; and therefore environmental data is gathered in order to feed it 
back into the organisation to strengthen its self-reflection. 
Cutlip et al (1994) suggests that the particular configuration of roles occupied by 
practitioners maybe strongly related to the type of environment in which organisations 
operate. Any discussion of public relations and its roles in organisations inevitably begs 
the question –What is an organisation? 
 
 
2.8 What is an organisation? 
Systems theory describes an organisation as a set of parts (or subsystems), which impact, 
on each other and which together interact with the organisation’s environment (Theaker, 
2001:35). Specifically organisations are part of a social system which consists of 
individuals or groups of individuals (publics), such as employee, pensioners, suppliers, 
distributors and so on, who are all involved with it. The role of public relations is to 
develop and maintain relationships with these groups in order for the organisation to meet 
its goals. 
 
From a systems view, PR professionals are seen as having a boundary-spanning role. 
They straddle the edges of an organisation, liaising both between its internal subsystems 
and between it and the external environment which contains its various publics. 
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As Grunig & Hunt (1984:9) put it, ‘they have one foot in the organisation and one foot 
outside’. In this strategic role, PR is usually seen to be part of the management 
subsystem. 
 
Kitchen (1997) says that in a systems model, public relations is seen as part of the 
management subsystem of an organisation although it may also support other subsystems 
such as the production subsystem or disposal subsystem. 
 
The importance of systems theory is the idea that all systems can be classified according 
to the type and extent of the exchange they have with the environments. Their 
organisational systems can be seen to exist along a continuum ranging from, at one 
extreme, entirely closed systems to, at the other extreme, open systems. A closed system 
is one that has no exchange with its environment. In practice, no social system can be 
entirely closed or completely open and they therefore tend to be either relatively open or 
closed (Kitchen 1997:12). 
 
Organisational Structure 
Organisational structure indicates a great deal about how groups or individuals 
Interact inside an organisation. From management to low-level technicians, public 
relations is affected by this innate structure 
It is at this point when the researcher discusses briefly the position of public relations on 
an organisational chart. 
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2.9 Positioning of PR Department 
The position of the PR department on an organisational chart does not normally provide 
an indication of its interactive and supporting role throughout the entire organisation. PR 
is a staff function and essentially acts as a support for all the other management functions 
in the organisation. It is the only function, apart from general management that interacts 
with the publics of the organisation either directly or indirectly. For this reason the role of 
PR should be clarified in the organisational dynamics to prevent it from overlapping with 
other function, causing confusion and ineffectiveness. 
 
Most functions of the organisation interact primarily with a specific public, for example 
the marketing function is directed towards the customers, purchasing function towards 
suppliers, the financial function towards the financial community and the human 
resources function towards the employees and labour market. However the PR function 
interacts with all of these publics either by way of direct communications or by assisting 
and advising the other functions with regard to the communications policy towards their 
specific publics (Lubbe, 1994:24). Having looked at the roles PR plays and how they fit 
into an organization, the next step is to look at how PR is organised. How PR is organised 
basically functions on the public relations activities, the day-to-day duties of the 
department, help the people in charge to be able to fulfill their roles and justify their 
positions to management. 
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2.9.2 How is Public Relations Organised? 
Whatever the title, most public relations work involves one or more of these activities. 
An organisation embarks on a variety of activities in order to meet the needs of various 
publics. The activities of the public relations have been defined by almost every public 
relations scholar. Cutlip and Centre (1982) for example point out the activities below:  
 
Opinion Research 
Research in practical terms, means doing your homework before telling an employer to 
leap boldly into public print or to be unavailable to a reporter. Ideally research is the 
easiest of the functions leading to a programme or communications decision. 
Sophiscated forms of opinion sampling, measuring and evaluating are largely confined to 
organisations where the stakes are large, a few percentage points in public opinion are 
critical and the budget is ample. 
Most practitioners, lacking formal research funds or staff, maintain a “fact file” of 
intelligence tidbits relevant to their function and their employer. This is updated as they 
scan news media, mail, books and other sources. 
 
Press agentry 
In the orchestra of public relations, press agentry represents the brass section. Today’s 
press agent for the circus, according to Mae Lyons is the drumbeater who plays all 
instruments in the public relations band. The aim of press agentry is more to attract 
attention than to gain understanding. 
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Product Promotion 
A thin line, sometimes indistinct, separates what is done to promote a product or service 
in the name of public relations and what is done in the name of marketing. The sustained 
and appealing promotion of a meritorious product or service by public relations events 
and techniques has the added advantage of enhancing the reputations of the organisations 
behind them. 
 
Publicity 
All the information released as news to the news media by businesses, government 
agencies, schools, welfare and health agencies, a host of causes, fronts and lobbies come 
under the elastic term publicity. 
 
The main difference between publicity and news is that with publicity, it is its sponsor 
that considers it newsworthy. The media receiving it may or may not agree. 
 
The confusion of publicity with the broad practice of public relations as a whole is 
understandable. The practice, in substantial part, evolved from publicity. 
 
Lobbying 
To some people lobbying is an ugly word meaning the manipulation of government for 
selfish interests. This impression has been decreasing as more and more people have 
joined various citizens’ groups that are organised to lobby. PR sometimes embraces 
lobbying. Lobbying breaks down into several tasks 
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• Digging out information from officials or records that ought to be known. 
• Persuasively informing government officials. 
• Promoting legislative or administrative action for an organisation or against a 
diverse interest and 
• Obtaining government cooperation or sponsorship. 
Every large corporation is confronted with a great number of involvements with 
governments. There are always regulations to be complied with. For each regulation, 
there may be reporting requirements. 
Public Affairs 
 
It is involved with an organization’s total concept of corporate citizenship. This includes 
political education for employees, civic service by employees and managers and 
cooperation in the advancement of home communities. 
 
Fundraising and membership drives 
For thousands of private health, education and welfare agencies and for special interest 
causes dependant on contributions the function of fundraising is their lifeblood. And 
fundraising leans primarily on effective communications. The PR people for these 
organisations require knowledge of direct mail and other specialised media. They must 
have a keen sensitivity to an organisation’s constituency, skill in persuasion and an 
abiding faith in the worth of the undertaking. It is no place for anyone who feels, “I don’t 
like asking people for money”. 
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Special-event management 
Every thriving institution, by its nature and doings generates happenings calculated to 
catch public attention. The origination, planning, staging, timing, invitations and almost 
all preparations that go into special events have become increasingly significant in the PR 
scheme of things. They feed the pride, vanity and togetherness with a sponsoring 
organisation and they help compete for public notice outside the organisation. 
 
 In more and more organisations particularly in the non-profit sector, public relations 
executives are becoming the most credible spokesmen and women dealing directly 
without deference to higher authority. 
 
Clip Files and media tracking 
Practitioners use media clips to follow and understand news coverage, to help evaluate 
communication campaign outcomes and to attempt to get a sense of public opinion based 
on reporters’ stories (Austin& Pinkleton, 2006:134). In fact, it is safe to say that any 
organisation that is in the news on a regular basis has some way to track media coverage, 
the results of which are typically organised into some sort of useful file system and 
analysed. 
 For example, a typical PR activity will involve 
• Analysis, research and definition of problems 
• Drawing up of a programme of action 
• Communicating and implementing that programme; and 
• Monitoring the results, evaluation and possible modification. 
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Therefore a PR department needs technicians, managers and strategists in order to be able 
to be effective and achieve the overall goals. All three roles and some of the activities 
were included in the literature in order to direct the theoretical discussion as well as the 
empirical aspects of this work 
 
2.9.3 Conclusion 
This chapter has primarily discussed Public Relations theoretical perspective in the 
process mapping out the ideal type roles that are played by PR practitioners globally. The 
issue of PR activities in the second part maps out the day-to-day activities of the 
departments in order for them to be understood by management and on the other side not 
to be put under other departments like marketing or promotions. The findings of the study 
will be a starting point for academic researchers to build a Ugandan body of knowledge 
based on a Ugandan view of public relations. It will also be a point of departure for 
joining the global discussions on how PR is practiced in Uganda and on different 
continents. 
 
The next chapter will provide literature on Uganda, the case study. 
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CHAPTER THREE 
THE PRACTICE OF PR IN UGANDA 
3.1 INTRODUCTION 
This section aims to explore the practice of PR in Uganda. The section commences by 
giving a brief history of Uganda in terms of geography, economy, political and cultural. 
The origin of PR in the Ugandan context will be discussed and then the practice of PR 
will be explored. This discussion of the macro-environment will provide a foundation in 
order to create a better understanding of the country’s situation. A critical point of 
discussion is that of Ugandan culture as this is fundamental to the social activities 
performed in this context. These factors shaping the dynamic nature of the Ugandan 
environment as well as the systematic recognition of these connections and 
interdependencies have an effect on the way in which PR is practiced in Uganda. 
 
3.2 PROFILE  
OFFICIAL NAME:  
Republic of Uganda  
 
3.2.2 Geography  
Area: 241,040 sq. km. (93,070 sq. mi.); about the size of Oregon. 
Cities: Capital--Kampala (2002 pop. 1.2 million). Other cities--Jinja, Gulu, Mbale, 
Mbarara.  
Terrain: 18% inland water and swamp; 12% national parks, forest, and game reserves; 
70% forest, woodland, grassland. 
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Climate: In the northeast, semi-arid--rainfall less than 50 cm. (20 in.); in southwest, 
rainfall 130 cm. (50 in.) or more. Two dry seasons: Dec.-Feb. and June-July. 
(http://www.statehouse.go.ug). 
 
3.2.3 People  
Nationality: Noun and adjective--Ugandan(s). 
Population (2003): 26.4 million. 
Annual growth rate (2004 est.): 4.0%. 
Ethnic groups: African 99%, European, Asian, and Arab 1%. 
Religions: Christian 66%, Muslim 16%, traditional and other 18%.  
Languages: English (official); Luganda and Swahili widely used; other Bantu and Nilotic 
languages.  
Education: Attendance (2000; primary school enrollment, public and private)--89%. 
Literacy (2003)--70%. 
Health: Infant mortality rate--86/1,000. Life expectancy--45.3 yrs 
(http://www.statehouse.go.ug). 
 
3.3 HISTORY OF UGANDA 
 Uganda, on the equator and surrounded by the great lakes of central Africa, is one of the 
last parts of the continent to be reached by outsiders. Arab traders in search of slaves and 
ivory arrived in the 1840s, soon followed by two British explorers. Speke in 1862 and 
Stanley follows in 1875 (www.answers.com/topic/history-of-Uganda). 
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The ruler visited by both Speke and Stanley was Mutesa, the king (or kabaka) of 
Buganda. His kingdom is one of four in this region, which had become firmly established 
by the mid-nineteenth century. The others, lying to the west, are Ankole, Toro and 
Bunyoro. 
 
The existence of these African kingdoms had a profound influence on the development of 
Uganda during the colonial period. But when the scramble for Africa began, in the 1880s, 
this remote interior region was not immediately in the sights of any of the colonial 
predators.  
 
It was seen at the time merely as a distant place lying beyond the territories of the sultan 
of Zanzibar, which were in dispute between Britain and Germany. When separate spheres 
of interest were agreed, in 1886, the area of modern Kenya fell to Britain. Beyond it, 
round the north shore of Lake Victoria lies Buganda. Britain expected this to be little 
more than the far corner of its new colony. Events proved otherwise. 
 
For most of the period since independence in 1962, politically inspired violence had been 
endemic in Uganda. President Obote, who banned opposition parties in 1969, was 
overthrown by the notorious Idi Amin, who remained in power until he was deposed by a 
joint force of Tanzanian forces and Ugandan exiles in 1979. Obote subsequently returned 
to office but he too found himself fighting guerrilla groups – the remnants of Amin’s 
army and Yoweri Museveni’s National Resistance Army (NRA). 
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The third major military force in the country was the Uganda National Liberation Army 
(UNLA), led by Tito Okello. In July 1985, Obote was overthrown once again, this time 
by a military council with Okello at its head. The Okello government lasted just six 
months, a period dominated by fighting against Museveni’s NRA. The latter, enjoying 
more popular support than Okello’s UNLA, took control of the capital in January 1986, 
and established the National Resistance Army (NRA). 
 
By January 1986 the NRA was in control of the capital, Kampala. Museveni proclaimed a 
government of national unity, with himself as president. It was a turning point in 
Uganda's history.  
 
A decade later the country is back under the rule of law (apart from some northern 
regions, where rebellion rumbles on). The economy is making vast strides (an annual 
growth rate of 5% in the early 1990s and of more than 8% in 1996). There are 
improvements in education, health and transport. International approval brings a 
willingness to invest and to lend. The nation, emerging from two decades of appalling 
chaos, is suddenly almost a model for Africa. 
 
The only flaw, to western eyes, is that this remains one-party rule. It is an essentially 
pragmatic state in which good ideas from any part of the political spectrum are welcome 
(even Uganda's kings now have a role restored to them). But the new constitution of 1995 
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limits executive power to the National Resistance Movement, the party emerging from 
Museveni's guerrilla army.  
 
Democracy is a subject on which Museveni has strong and interesting views. He 
criticizes western insistence on the multiparty model, seeing it as simplistic to assume 
that a single pattern can be appropriate in every circumstance. In his view parties in 
Africa, often based on tribal allegiances, are often likely to frustrate democracy. 
 
Museveni argues instead that the important elements are the benefits taken for granted in 
a functioning multiparty democracy - universal suffrage, the secret ballot, a free press and 
the separation of executive, legislative and judicial powers. He describes his Uganda as a 
'no-party democracy', claiming that people of widely differing views can argue their case 
to the electorate as competing individuals (it is campaigning as a party that is banned).  
 
This is a somewhat utopian blueprint depending, like enlightened despotism, on people of 
good will at the top. It may be in token of this that Museveni regularly promises a date in 
the future for the legitimizing of opposition parties (www.zaadz.com) 
 
In 2005, after Museveni is supposed to leave power, he goes to parliament and changes 
an amendment in the constitution, which states two term limits. He legitimizes political 
parties, to oppose his party the NRM and he is the Chairman. When NRM wins elections 
in February 2005, Museveni is still in power till 2010 (www.answers.com/topic/history-
of-Uganda). 
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The challenges for a PR practitioner in the 21st century and in Uganda is to understand 
and interpret political dynamics manage the impacts and implications and leverage these 
dynamics. The opportunities for doing this will only be available where, democracy, 
freedom and liberty are allowed to thrive. Therefore, the political environment needs to 
provide for free media, free speech, protection of human rights, an independent judiciary 
and a freely elected legislature to give rise to a dynamic environment for public relations.  
 
3.3.2 Economy 
Uganda is a lower income country, which comes under the Sub Saharan African region, 
according to the classification of the World Bank on the basis of income and region for 
year 2006 (http://www.economyworld.com/world-econmoy/Uganda/index.html). 
 
Uganda has substantial natural resources, including fertile soils, regular rainfall, and 
sizable mineral deposits of copper and cobalt. Agriculture is the most important sector of 
the economy, employing over 80% of the work force. Coffee accounts for the bulk of 
export revenues. Since 1986, the government - with the support of foreign countries and 
international agencies - has acted to rehabilitate and stabilize the economy by undertaking 
currency reform, raising producer prices on export crops, increasing prices of petroleum 
products, and improving civil service wages. The policy changes are especially aimed at 
dampening inflation and boosting production and export earnings. During 1990-2001, the 
economy turned in a solid performance based on continued investment in the 
rehabilitation of infrastructure, improved incentives for production and exports, reduced 
inflation, gradually improved domestic security, and the return of exiled Indian-Ugandan 
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entrepreneurs. Corruption within the government and slippage in the government's 
determination to press reforms raise doubts about the continuation of strong growth. In 
2000, Uganda qualified for enhanced Highly Indebted Poor Countries (HIPC) debt relief 
worth $1.3 billion and Paris Club debt relief worth $145 million. These amounts 
combined with the original HIPC debt relief added up to about $2 billion. Growth for 
2001-02 was solid despite continued decline in the price of coffee, Uganda's principal 
export. Solid growth in 2003 reflected an upturn in Uganda's export markets 
(http://en.wikipedia.org/wiki/economy-of-Uganda). 
3.3.3 Culture 
One of the fundamental aspects of the African Culture is the importance attached to Man 
and the belief in the goodness of man. Uganda has always been a man-centered society. It 
is however, not merely man’s welfare or material well being but man himself with all his 
ramifications that has been the cornerstone of the Ugandan society. The desire to share 
with others and the deep concern for each other is essential to the Ugandan person. 
Communication is therefore core to the wee being of the individual. The love for song 
and rhythm illustrates the eagerness to communicate with each other. Many burdens and 
pleasures are shared through music. The dependence on one another is illustrated through 
the village community and is the basis of Ugandan society. The importance of building 
community has been the results of emphasising the importance of people. People are 
never used as stepping stones. Slower progress will rather be considered if it means that 
all will be marching according to the same tune (Biko in Coetzee & Roux, 1998:26). 
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3.4 STATE OF THE MEDIA IN UGANDA 
Since 1986, Ugandan media have made significant progress in informing, educating and 
entertaining the populace.  Considering their mark in shaping opinion, stimulating debate 
on national issues and influencing policies, the Ugandan media aptly fit the role of a 
fourth estate. 
 
This development has been possible because of the existing political environment that 
sanctions reasonable press freedom. The dictatorial regimes prior to 1986 did all in their 
power to muzzle the media, thus reducing them to either government mouthpieces or 
conduits for government propaganda. The government was literally running the public 
media while the private press had the impossible task of choosing between responsibility 
and persecution oftentimes culminating into death. There was no press freedom 
whatsoever. 
 
 
Today, there has been liberalization of the airwaves for the first time in Uganda’s media 
history, there is also less government interference in the running of the media. Despite the 
press friendly environment, media professionals are still confronted with harsh laws. 
Libel, defamation and sedition laws are a major threat to press freedom. In some 
instances authorities have used these laws to harass and limit the activities of the media. 
(Woermer 2004:3). 
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The media in Uganda are steadily growing. Over 500 people are employed in the media 
industry of whom about 400 are journalists. Of these about 150 are females. 
 
Growth of the media houses and training institutions has been remarkable. Currently 
there are between 23 and 26 newspapers and magazines published, while the broadcast 
media records 17 stations (12 radio and 5 TV stations). The rise in the number of media 
organisation has influences the growth of media training institutions in the country in the 
90s.  
 
3.5 THE DEVELOPMENT OF THE PRACTICE OF PR IN UGANDA 
There is no documentation of the history and development of PR in Uganda, though PR 
practice can be traced back to the 1940s. In Uganda. During this time colonial 
governments dominated most African countries and the first key issue that was identified 
was the need for public information. When the British arrived in Uganda, they went to 
the Kingdom of Buganda, which was in the centre, and the South of Uganda. They 
observed the way the King communicated with his subjects. So because of their need to 
conquer the rest of Uganda, they needed to come up with ways of reaching the rest of the 
subjects and that was through the kings (Gailey, 1981:179). Therefore that shows PR at 
its lower level being practiced in Uganda. 
 
The British system of governance was the indirect rule a system that Lord Lugard and Sir 
Don Cameron had ensured would be best for Africa. (Gailey, 1981:180) and after Lugard 
conquered Sokoto there was a shortage of personnel and money to control the growing 
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British colonies, disease and the Anglo Boer wars making direct rule in an area twice as 
large as the size of Britain impossible to govern hence the introduction of indirect rule as 
best way of governance and Lugard, Cameron and lord Milner could influence on the 
decisions taken in their respective territories they governed. 
 
The British also used a system of decentralisation that was also based on their home 
practice and was the nature of their institutions where municipalities, counties as well as 
the British parliament had says in local affairs of the colonies though the central 
government had the final say and the colonial governors had much influence on the 
decisions taken. For example in Egypt where Britain did not legally exercise sovereign 
powers until 1914, and before the date khedive and Egyptian government authority and 
agencies were in control. (Gailey Jr.1981: 178) this showed that the British rule in Africa 
was governing large territories with minimum expenditure. 
Thus the British governed Uganda, in the same way, and through the Kings (Kabaka) 
they were able to be in constant touch with the subjects. Such a culture to an extent of 
getting information from kings and kings back to subject is a form of public relations. 
 
No empirical evidence on the practice of PR in Uganda has been recorded. Most 
information obtained in the literature is based on dissertations and unpublished articles 
focusing on the practice and not theory. Therefore it is essential for Uganda to document 
research findings, as this will contribute to the body of knowledge for Ugandan PR. 
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3.5.2 UGANDA AND PR EDUCATION 
Public relations practitioners used to be and still are not well qualified and not trained for 
high levels of management.  No need was seen for PR managers in the management 
team. The training of PR practitioners mostly occurred abroad.  PR in Uganda has entered 
its status of a profession through journalism and therefore most practitioners’ still lack 
formal training in PR. PR was first trained in Uganda through the Mass communication 
department, to fully understand its development, a brief background to the Mass 
Communication department is explored. 
 
3.6 BACKGROUND TO THE MEDIA DEPARTMENT 
 
In 1988, the idea of starting to train Ugandans in Mass communication was conceived 
and the task was given to the Literature Department of Makerere University, the major 
state university in Uganda located on the outskirts of Kampala City. The Literature 
department lived up to its big task by nurturing the Mass Communication Program into 
an autonomous department. Already graduates of Mass Communication have made a big 
impact in the broadcasting and print media as well as public relations. 
3.6.2 Curriculum 
The Bachelor of Mass Communication is a three-year course. In the first and second 
years, students are introduced to Mass Communication and they have to take two other 
courses as support subjects in the social sciences or arts. In their Third year, students 
specialize in one: Print, Broadcast, Public Relations or Photojournalism (Katwere, 
1998:33). 
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3.6.3 Student Intake 
The Mass Communication course proved to be very popular and highly competitive. In 
1998 for instance, it had the highest cut-off points for the government sponsored day 
program (41.8). Out of over 600 applicants, only 20 were taken. Five privately sponsored 
students supplemented this. The intake of 20 students per year did not allow many people 
to obtain degrees. In 1995, the department opened up evening classes. In the evening 
program, the intake is between 38 and 45 students. Because of the bigger numbers and 
considering that most courses in Mass Communication involve practical training 
requiring individualised student attention, most of the courses in the evening programme 
are co-taught. This acts as a means of maintaining the same lecturer/ student ratio and 
ensures the same quality of training for both day and evening students. 
 
3.6.4 Staff 
The department has 15 permanent staff, four senior lecturer, seven lecturers, three 
assistant lecturers and one teaching assistant. 
 
15 part time lecturers who specialize in various areas supplement the establishment. 
3.6.5 Linkages 
The Mass Communication Department is quite active in both academic and professional 
bodies. At the national level, the department has links with the National Institute of 
Journalists (NIJU), Uganda Media Women’ Association (UMWA) and Public Relations 
Association of Uganda. 
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At the regional level, the department is represented on the executive committees of the 
East Africa Media Institute (EAMI) and the African Council on Communication 
Education (ACCE). 
 
3.6.6 Development Plan  
 In 2004 the department started a postgraduate diploma and a Master’s in Mass 
Communication. The department has further written proposals to start new programme in 
Public Relations and Marketing Communication. The department plans to develop some 
of the course units offered in Mass Communication into short courses that can be offered 
to the general public. These include the Art of Public Speaking, Writing Skills, and 
Development Communication among others. 
 
By offering training opportunities to others outside the university, the department will not 
only be serving the university but also the country at large. So the department’s role will 
go beyond the university. 
With the department’s mission of being the leaders in Mass Communication training in 
the region, the department’s long term vision is to grow into a centre for Mass 
Communication training and research. Having looked at the challenges PR is facing in 
Uganda through education, the next step is to discuss the professional association. 
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3.7 THE PROFESSIONAL ASSOCIATION 
Uganda has a Public Relations Association, which is registered with the International 
Public Relations Association (IPRA). The Uganda Public Relations Association (UPRA) 
has been very active in organising conferences among practitioners. They have an annual 
conference and as well as take part in other conferences like the Makerere University 
Annual Media Convention where PR ideas and experiences are shared and case studies 
are illustrated and discussed, but very little empirical research is shared. 
 
The UPRA has a constitution and a code of ethics for PR when referring to standards 
agreed on for the profession. And it encourages the maintenance of high standards 
through education. Education and training helps PR practitioners understand the true 
purpose of PR and how they can acquire skills to enable them give an ever-improving 
service to management and clients. It helps them set a pace as to how PR can be 
respected, and how it can be effectively practiced and applied to accomplish its objectives 
in this complex world. 
 
In 1991, a general meeting of the Federation of African PR Associations (FAPRA) 
adopted a 12-point communiqué called “The Kampala Declaration”. This documents 
calls on African governments to fund their national PR bodies in order to assist in 
funding the professional development of practitioners in various countries and 
consequently on the African continent (Opukah, 1992:22). The 1991 Kampala 
Declaration stated that FAPRA’s responsibility is to influence the promotion of social, 
economic and political development in Africa. Secondly FAPRA should be involved in 
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conserving, improving and protecting the African environment. Thirdly, FAPRA should 
work towards enhancing democratic practices and the observance of human rights in 
Africa, whilst attempting to improve the status of women and children in Africa (Opukah, 
1992:22). 
 
3.8 CONCLUSION 
This chapter explored the practice of PR within the Ugandan context by referring to the 
history of the country, plus the geographical, people, economy and cultural aspect. In 
order to understand the practice of PR, the researcher gave a description of the kind of 
training and professional associations of the practice. The above issues influence the way 
in which PR is practiced in Uganda today. 
 
The next chapter will focus on the methodology to be used in this study 
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CHAPTER 4 
RESEARCH METHODOLOGY 
4.1 INTRODUCTION 
This chapter describes and explains the reasons why a quantitative method was chosen 
for this study. The chapter also highlights how the study was carried out. The chapter 
shows the methods the researcher used to collect data, how the sample of the respondents 
was selected and the way information obtained from the respondents was analysed and 
interpreted to draw conclusions. The limitations of the research will also be highlighted in 
this chapter. 
 
4.2 DATA SOURCES 
In order to address the research objectives of this study it is essential to obtain the 
necessary information. The research objectives as stated in chapter 1 are addressed in two 
ways: firstly, using a literature review and secondly collecting data in order to empirically 
verify the literature. There are different types of data that are used when addressing a 
particular research problem and these will be explained in the section below. The two 
types of data according to their source are primary and secondary data. Primary data is 
used to address a particular purpose and is collected through surveys, experiments or 
observation methods, whilst secondary data is data that has been collected for other 
purposes but that have relevance to the problem at hand  (Diamantopoulos & 
Schleigelmlich, 1997:5). The integrity of the research process increases the confidence of 
the results of the study when credible information is used (Cooper & Emory, 1995:240). 
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The literature review summarised in Chapters 2 and 3 in this study used secondary data 
as the data has relevance to the problem at hand. It is important, since this provides 
information that relates to the research problem. This type of data can either be in 
published form, for example journals, or in unpublished form, for example a thesis. The 
collection and analysis of the primary data will be summarised in Chapters 4 to 6. The 
focus is to empirically verify the literature and answer the aim of the study, which is to 
describe the current practice of PR in Uganda. The empirical phase of the study will be of 
a quantitative nature, also referred to as positive research that is restricted to the data of 
experiences and rejects speculation (Du Plooy, 2001:21). 
  
4.3 RESEARCH METHODS 
Bryman (1988) points out important distinctions between different research methods in 
social research. There are direct and indirect methods that can be used in carrying out 
social research. The direct methods involve using questionnaires and interviews, which 
investigate a phenomenon and seek to find an in-depth understanding of it. Indirect 
methods, on the other hand, involve document analysis and observations; these 
investigate a phenomenon from the outside. These methods are most useful to investigate 
unconscious phenomenon. Bryman (1988) also points out the distinction between 
qualitative and quantitative methods of research. 
 
4.3.2 QUANTITATIVE RESEARCH 
According to Leedy (1997: 104) quantitative research is “traditional, positivist, 
experimental or empirical.” Quantitative research is usually designed to produce 
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estimates of the prevalence of knowledge, attitudes, opinions, behaviour and other 
characteristics of a defined group. A defining feature of quantitative research is the 
statistical analysis of the responses and the recording of this data in summary form. 
Simple frequencies, percentages and cross tabulation can be used to represent the 
responses gathered from individuals. The results are used to draw conclusions about the 
prevalence of the measured characteristics in a given group studied during the research. 
Burns and Grove (cited in Cornmack 1991: 140) define quantitative research as “formal, 
objective, systematic process in which numerical data are utilised to obtain information 
about the world.” According to Punch (2000: 3), quantitative research is empirical 
research where the data is in the form of numbers. It is also used because of its features: 
Babbie and Mouton (2001: 3) point out that quantitative research is main concern is to 
understand social actions in terms of specific contexts rather than attempting to 
generalize about some theoretical population. This kind of research is therefore used to 
answer questions about the relationship between measured variables so as to make 
explanations, predict, control and make conclusions and recommendations on the topic of 
research. 
 
4.4 RESEARCH DESIGN 
Leedy (1997: 98) points out that research finding must be tested using certain criteria; the 
criteria must be built in the research design at the initial planning phase of the research to 
be carried out. Leedy lists the criteria as: 
• Universality: this enables the research project to yield the same results when two 
different competent researchers carry out the same research. 
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• Replication:  this means that competent researchers should be able to yield same 
results if data is collected under the same circumstances and parameters. 
•  Control: this means that critical factors to the research can be isolated within a 
demarcated area given by parametric limitations, and  
• Measurement: this means that data collected should be susceptible to 
measurement, which provides possibilities for qualification and evaluation of 
data. 
 
Jain (1998: 110) posits that before starting on the research, the importance of planning is 
paramount; resources and timetables for each stage of the research process should be 
made before hand. Grinnell and Williams (1990: 138) define a research design as: 
The total plan a researcher uses to aid in answering our research questions. As a 
part of the plan, the researcher decides what the research question should be, 
what data will be required to answer it, from which the data will be obtained, 
and exactly what the best way to gather data is. 
 
 The researcher will also use the quantitative research approach to quantify the results got 
from the data collected to come up with conclusions and recommendations of the 
research.  
4.5 POPULATION OF THE STUDY AND SAMPLING 
Sampling involves following a rigorous procedure when selecting units of analysis from a 
larger population. When a smaller number of the population is used to make conclusions 
regarding the whole population it is referred to as a sample. The purpose of sampling is to 
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estimate unknown characteristics of the population. Thus a sample is a portion of the 
population to be targeted to collect information to infer something about the larger group. 
The term ‘population’ not only refers to people, but can also be defined as any group or 
aggregate of individuals, groups, organizations, social artifacts/objects, or social 
interactions and events. The target population is the specific group relevant to this 
particular project. The target population is defined as the totality of cases that conform to 
certain specifications, which defines the elements that are included and excluded in the 
target group (Churchill & Lacobucci, 2002:448). In quantitative research, a sample of the 
population must be drawn in such a way that it is representative of the population. Three 
sampling categories can be distinguished: probability, quasi-probability and non-
probability sampling (Stacks and Hocking, 1992:176-188; Watt and Van den Berg, 
1995:83-108). 
 
The target population of the study will be identifying public relations practitioners 
working for banks, telecommunications, and Non-Governmental organizations, United 
Nations Agencies, multinational companies, shipping and logistics plus those public 
relations practitioners working for PR Consultancies. The study will be in Kampala, the 
capital of Uganda. Because of a lack of information regarding this particular issue the 
decision was made by the researcher to contact the Uganda Public Relations Association, 
the Uganda Journalists Institute and the Uganda Telecom Yellow Pages. 
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4.5.2 Sampling Procedure 
The sampling procedure can be divided into two broad categories, namely probability and 
nonprobability sampling. Probability sampling is one where every member of the 
population has a nonzero probability of being selected, whilst a nonprobability sample 
relies on the judgment of the researcher. Therefore, there is no way of ensuring that the 
sample is representative of the population (Du Plooy, 2001:107). For this study a 
nonprobability sampling procedure was used 
Two types of samples are true representative samples: simple random sample and 
stratified sample. The stratified random sample was chosen for the study and the aim was 
to reach a specialized population. 
 
4.5.3 Stratified random sample 
It is drawn when we not only want to draw a representative sample, but also want to 
include subgroups in the sample in the same proportion as they occur in the population. A 
population can be divided into different strata, based on almost any characteristic or 
variable, such as different age groups, income groups, gender groups, religious groups 
and/or political groups. The researcher decided to use the method because PR 
practitioners vary according to organisations. 
 
4.5.4 Advantages of the stratified random sampling. 
• It will be easy to draw, since not all companies have PR practitioners, and for 
those that have, they usually employ one person. 
• Accuracy will be increased because sampling bias is eliminated. 
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• The sample is drawn from homogeneous subgroups and this can provide data of 
sufficient precision in order to make the appropriate decisions. 
• Sampling is beneficial for cost cutting, labour intensity and time constraints. 
This method was approached in a few phases and will be discussed very briefly in this 
section. 
• Phase one- a list was obtained from the Public Relations Association of Uganda. 
But the list was not conclusive since it did not contain all the names of PR 
practitioners. And of those that were listed half did not have email addresses and 
others had wrong or expired addresses. 
• Phase two-the researcher crosschecked with the Uganda telecom Yellow pages, 
which had a few PR consultancies that were able to identify some practitioners, 
they had done work for. 
• Phase three-the researcher obtained a list of 500 companies in Kampala and made 
enquiries whether they had a PR department or communication, and this was the 
most useful information and the researcher managed to contact many 
practitioners. 
The above discussion was provided in an attempt to provide an understanding of the 
process that was followed in order to draw a convenient sample using the stratified 
random sampling. 
 
4.5.5 Sample Size 
The sample size can be determined through statistical techniques or ad hoc methods 
referring to past experience what sample size to adopt or when constraints dictate the 
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sample size (Aaker et al, 1996:392). Some considerations regarding to the determination 
of sample size have been identified and will be discussed briefly. The first consideration 
refers to the variance of the population also referred to as the standard deviation. 
Accordingly, the more alike the population is, the smaller the sample can be but the more 
different the population is, the bigger the sample needs to be in order to achieve accurate 
results. The second consideration refers to the confidence level. This refers to the range 
of possible error allowed, also referred to as the magnitude of error. This consideration 
refers to the precision level required by this particular study. Lastly, the third 
consideration refers to the degree of confidence. The conventional decision is to use a 95 
per cent level, which allows for a .05 probability that the true population may be 
incorrectly estimated (Churchill & Lacobucci, 2002:498). 
 
In order to determine the sample size, a total number of 200 respondents, based on the 
stratified random sampling were targeted. The researcher sent printed questionnaires to 
all 200 identified respondents. This sample allowed enough room for a 54% response rate 
and incomplete answers. 
4.5.6 Sample element 
A sample element is the unit about which information is needed, and this sample unit is 
available for the selection of the sampling process (Du Plooy, 2001:101). The sampling 
elements in this study were the PR practitioners of Kampala district. 
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4.6 QUESTIONS 
Questionnaires will be used mainly to determine the current status of PR practice and the 
researcher will measure three roles of strategist, manager and technician. And on some 
very few occasions the researcher might have to carry out interviews mainly face to face. 
These methods consist of a set of questions to the respondents. In the case of 
questionnaires this will be done in written form, while in the case of interviews the 
questions will be asked and answered orally. Questionnaires and interviews will be used 
because these address the subjects involved directly in the day-to-day goals of an 
organisation, and also because they seek to elicit responses to clearly defined questions 
on a given topic (Bryman, 1988).  
 
Questions are important components of both questionnaires and interviews. Constructing 
appropriate questions is also important. Factual questions are used to elicit objective 
information from the respondents regarding their background, experience, qualifications 
and materials. The information from the questionnaires is used to classify the respondents 
according to qualifications, gender and position played by the person in the 
organizational chart. 
 
4.6.2 OPEN-ENDED QUESTIONS VERSUS CLOSE-ENDED QUESTIONS 
Open-ended and closed-ended questions were designed for use in the study. In open-
ended questions, respondents are free to give their responses (Floyd, 2002: 91). These 
questions also help in avoiding bias that may result from suggesting responses for the 
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respondents, open-ended questions also allow for individual variation (Frankfort, 
Nachmias and Nachmias, 1996). The advantages of open-ended questions are that, it 
allows respondents to include more information like feelings, attitude and understanding 
of the topic of discussion; this helps the researcher to arrive at the respondents’ true 
feelings on an issue. Open-ended questions provided for the discovery of responses that 
the individual gives spontaneously, and thus avoiding the bias that may result from 
suggesting responses to individuals (Foddy, 1993: 127). However, open-ended questions 
have disadvantages in comparison to close-ended questions, such as the need for 
extensive coding and larger items non-response. 
 
Closed-ended questions are also designed and respondents are required to choose from a 
number of alternatives suggested for each question. Closed-ended questions however 
limit the respondents to the set of alternatives being offered (Foddy, 1993: 127). The 
advantage of using closed –ended questions is that they are easy for the respondents to 
answer, and easy for the researcher to analyse as every answer is easily coded for the 
purposes of statistical interpretation. Closed-ended questions are more specific, and 
therefore are more likely to communicate similar meaning and the responses can be 
easily compared (Foddy, 1993: 127). Closed-ended questions however, may introduce 
bias as respondents are given alternatives to choose from. 
 
A compromise as regards the use of open and close-ended questions should be reached. 
Decades ago, Lazarsfeld (1944 cited by Frankfort Nachmias and Nachmias, 1996: 254) 
suggested using open-ended questions at the initial stage of the questionnaire design in 
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order to identify adequate answer categories for the close-ended questions. In the later 
stages of the questionnaire design, open-ended questions can be used to explore deviant 
responses to the close-ended questions. 
  
Therefore both open-ended and close-ended questions seemed to be appropriate for the 
questionnaire design because of their advantages and open-ended questions, on the other 
hand, interviews were used in the follow up in-depth interviews to gain a deeper 
understanding of the answers which were not clear in the questionnaire and to get varied 
experiences from the respondents. 
 
4.6.3 QUESTIONNAIRES 
This section provides a brief description of the advantages of using questionnaires and 
the process of development of the questionnaire. Information on the administration and 
the analysis of the data collected together with some suggestions for improvement has 
been presented. As one of the concepts that will be used to determine the current status of 
PR practice in Uganda, the researcher will measure three roles of strategist, manager and 
technician. 
 
Questionnaires are a good way for collecting information quickly (Floyd, 2002: 72-73) 
because they give more time to respondents to think about answers and they provide 
anonymity (Floyd, 2002: 72-73). Questionnaires help in obtaining data from large 
numbers of respondents in a structured way, according to specific questions and often in 
ways that allow for the data to be analysed statistically. Questionnaires can be used to 
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collect data about specific questions or indicators from the sample. Babbie (1989:  55) 
lists the following advantages: 
• Questionnaires provide precise answers to carefully defined questions. 
• Questionnaires can also be easily analyzed depending on the number of questions 
and the size of the sample. 
• Questionnaires can be used with individuals and groups; however group questions 
should not focus on private issues. 
• Questionnaires are easy to analyse with most statistical analysis soft ware. 
• Questionnaires are cost effective when compared with face-to-face interviews, 
especially in terms of time. 
• Self-administered questionnaires increase the potential anonymity of the 
respondents and this leads to the increase of a more truthful or valid responses. 
• Questionnaires can be filled out at the convenience of the respondents (Babbie, 
1989: 55). 
 
The critique for the questionnaire is that the response rate is usually low compared to the 
in – depth interviews. Frankfort Nachmias and Nachmias (1996: 254) indicate that the 
typical response rate for questionnaires is between 20 and 40 percent while that of 
personal interviews is 95 percent.  However, due to the advantages of the self 
administered questionnaire, the researcher found it appropriate to use the method. Recent 
research has also indicated that the role of self - administered questionnaires has grown 
because the technique has demonstrated that self – administered procedures can collect 
better data on sensitive topics than interviews (Floyd, 2002: 75). 
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The questionnaire included 28 questions aimed at obtaining demographic information, 
the respondent’s attitude towards the activities performed by the PR department and the 
definition of PR. These questions were all based on the theoretical discussion on the 
major concept, namely the practice of PR, and concept specific, namely in Uganda. 
Primary data was needed in order to address the problem statement, aim and the research 
objectives of this study. All of these aspects were integrated into the questionnaire. 
 
The questionnaire consisted of four different sections. The first part introduced the 
research and a few important aspects such as focusing on the current situation and not the 
ideal situation, therefore respondents were asked to give an indication of what is currently 
happening in their working environment .Part one of the questionnaire was for providing 
demographic details of the respondents and that included questions 1 to 7 which referred 
to the measurement of gender, age ,level of education, who they report to, how many 
staff and whether they are registered members of the PR Association of Uganda. These 
questions were used to identify significant differences between respondents’ socio-
demographic characteristics and the role (activities) of PR. The question dealing with 
education and professional association was asked because it has an effect on the level at 
which the practice of PR is performed. Part 2 was representing the technician role of PR 
practitioners from questions 8 to 14; part 3 represented the manager’s role of PR 
practitioners from questions 15 to 19 and part four represented the strategic role of PR 
practitioners from questions 20 to 27. The last question (28) was an opened ended 
question inquiring, how public relations practitioners defined public relations. The five 
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parts of the questionnaire from question 1 to 26 used a yes or no kind of answering. And 
questions 26 and 27 used a five response categories, ranging from ‘strongly agree to a 
‘strongly disagree. The change of answering pattern was because the researcher did not 
want the respondents to think the questionnaire was too long, that could have resulted in a 
lower response rate (see Appendix 1 for a printed version of the final questionnaire). 
 
4.6.4 ANALYSIS OF THE DATA 
Analysis of the data alone does not in itself provide answers to questions. Therefore 
interpretation will be necessary in order to find meaning. “The purpose of analysis is to 
reduce data to an intelligible and interpretable form so that the relations of research 
problems can be studied tested and conclusions drawn” (De Vos 1998:204). 
 
The issue of interpretation is also put forward as follows “…Raw data have no inherent 
meaning therefore the interpretive act brings meaning to those data and displays that 
meaning to the readers through written report” ( Marshall and Rossman 1989:114). 
 
Since this is a quantitative study, the study will involve mathematics and statistics. The 
study included percentages of the respondents per response and this was very useful 
while the researcher was interpreting the data. 
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4.7 INTERVIEWS 
In this section, the difference between interviews and questionnaires is explained. Brief 
descriptions of the development of the interview questions are done and an explanation of 
the way the interviews were conducted and analysed has been included. 
 
 4.7.2 THE INTERVIEW AS A RESEACH TOOL 
Rodgers and Bouey (1996: 52) posit that “without a doubt the most utilized data 
collection method in qualitative research studies is the interview.” Frankfort-Nachmias 
and Nachmias (1996: 232) describe an interview as a face-to-face interpersonal role 
situation in which the interviewee asks questions designed to elicit answers pertinent to 
the researcher. In-depth interviews offers researchers the opportunity to gather 
information from individuals in a more private setting in which group dynamics and 
social conformity are less like to affect the  responses. These interviews are normally 
recorded for later review and the interviewer may also take notes during the discussion. 
Results of the interview are analysed and reported with respect to common themes 
emerging. Interviews are particularly useful for getting further information about the 
respondent’s experience. The interviewer can pursue in-depth information around the 
topic of study (Mc Namara, 1999). According to Frankfort-Nachmias and Nachmias 
(1996), interviews are a more flexible tool, which gives the researcher more control over 
the research. Interviews also have a higher response rate than questionnaires, because 
respondents are willing to be interviewed. 
 
 
 75
4.7.3 ADMINISTRATION AND ANALYSIS OF DATA 
There were no specific questions asked for interview. This was because the researcher 
had not planned for telephone interviews and they are expensive. The researcher made 
telephonic interviews to verify relationships between respondents who answered question 
5 of who the practitioners report to and the roles they played. During the conversations 
relationships were discovered which are analysed in chapter five. Characteristics in a 
telephonic interview include the data collector’s tone of voice, rude interruptions, 
speaking indistinctly or speaking with a marked accent. 
 
4.7.4 PROBLEMS AND POSSIBLE IMPROVEMENTS 
 The major problems faced by the researcher was firstly, the refusal of the respondents to 
be interviewed telephonically; secondly respondents not being in office when the 
researcher called and the time that it took for the interviewer to be connected to the 
person in charge which led to a large expense. 
Against the background of the above possible problems, the following guidelines were 
given by Wimmer and Dominick (1997); 
• Relate the questions to the objective and research question of the study. 
• Formulate questions that are neutral, direct, clear and unambiguous, keeping in 
mind all the problems that the actual wording of questions can cause. 
• Try to make the conditions similar under which interview conducted is as similar 
as possible for each person in the sample. 
• Train the interviewers for telephonic interviews, how to ask structured and 
unstructured questions and especially how to formulate follow-up questions. 
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• Pre-test the questions, the structure and where necessary revise, change and 
remove questions that are irrelevant, vague or superfluous. 
• Pre-test the time it takes to conduct the interview or to fill in the questionnaire. 
• Obtain a full record (e.g. by means of a tape recording) of respondents’ answers. 
 
4.8 PILOT STUDY: 
According to Polit et al (2001: 467), the term pilot study refers to feasibility studies 
which are ‘small’ scale versions or trial runs done in preparation for the major study. 
Backer (1994: 182-3) describes a pilot study as the pre-test or ‘trying out’ of particular 
research instruments. One of the advantages of conducting a pilot study is that it might 
give advance warning of what might happen in the main study, or whether the developed 
data collection instruments are appropriate. De-Vaus (1993: 54) gives the following 
reasons for conducting pilot studies. 
• developing and testing adequacy of research instruments. 
• assessing the feasibility of a (full scale) study. 
• designing a research protocol. 
• assessing whether the research protocol is realistic and workable. 
• establishing whether the sampling frame and techniques are effective. 
• assessing the likely success of proposal recruitment approaches. 
• identifying logistical problems which might occur using proposed methods. 
• estimating variability in outcomes to help determining sample size. 
• collecting preliminary data 
• determining what resources (finance and   staff) are needed for the study. 
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• assessing the data analysis techniques to uncover potential problems. 
• developing a research question and research plan. 
• training a researcher in as many elements of the research process as possible. 
• convincing research bodies that the main study is feasible and worth funding. 
• convincing other stake holders that the main study is worth supporting. 
 
In the research, it is imperative to pre-test the measuring instruments; questionnaires, and 
interview guides. Respondents will be pre-tested on their ability to answer questions or 
recall certain kind of words used by the researcher. After the pre-test, the researcher will 
be able to refine the instruments of data collection taking into account comments made by 
the respondents of the pilot study. This is especially necessary to identify any technical 
problems of completing and submitting the questionnaires, since a portion of the data is 
going to be collected electronically. 
 
A pilot study was conducted across a sample of six respondents. The respondents 
included my supervisor, a colleague lecturing at the University of Nakuru (Kenya) 
specializing in the field of Public Relations officer, the public relations officers of 
Community Chest of the Nelson Mandela Metropole and of SANCA Port Elizabeth 
(South Africa), a masters student specializing in the field of language to test the language 
being used and two other colleagues from Uganda who are working in the field. They 
were asked about the wording of the questionnaire and the relevance. Pre-testing the 
questionnaire provides the opportunity to refine the questionnaire by revealing errors in 
the individual questions, sequence and design. The real test is to see how the 
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questionnaire performs under actual conditions. After pre testing the actual 
questionnaires were sent out to the respondents. 
 
4.8.2 Reliability and Validity in Quantitative Research 
There are three criteria for evaluating measurements, namely reliability, validity and 
sensitivity. 
Reliability of a method (Questionnaire) is the degree of consistency whereby the same 
results would be produced by different researchers using the same method. If the method 
a researcher employs renders the same data when used by someone else, that method can 
be said to be reliable (Mytton 1999:108). 
 
The study is investigating the roles played by PR practitioners in an organization. The 
researcher can reasonably expect that if any researcher used the method the researcher is 
going to use in this study, he or she would obtain equivalent results. 
 
4.8.3 Validity 
Validity is the degree to which what we find through research corresponds to reality. Do 
the methods used get to the truth of the matter? (Mytton 1999:103). 
In the questionnaires, different themes of questions aim at discovering the truth about the 
activities of the PR practitioners in Uganda 
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4.9 SUMMARY AND CONCLUSION. 
This chapter discussed the research process by explaining the research design and the 
methodology followed in this study. The data collection methods focused on primary and 
secondary data. Attention was paid to the sampling procedure that was followed. The 
chapter concluded with results from the pilot study plus issues to do with reliability and 
validity of the study. 
 
The next section will discuss the research results and the interpretation of Data. 
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CHAPTER FIVE 
RESEARCH RESULTS AND INTERPRETATION 
 
 5.1 INTRODUCTION 
This chapter presents a summary of the results of the empirical nature of the research. 
The empirical data collected during the study was subjected to statistical analysis. The 
chapter starts by providing the response rate of the study, and then followed by the 
population sample, a summary of all results of the questions included in the questionnaire 
follows. The chapter will conclude by summarising the main findings. 
 
5.2 RESPONSE RATE 
The survey was sent to 200 public relations practitioners in Uganda. The survey was done 
in phases. In the first phase, the researcher sent 100 emails to all companies, in Uganda, 
which had a public relations department or communications department. Then the 
researcher sent an email to the Uganda Public Relations Association, to confirm, how 
many practitioners were registered and ask for their contact details. Lastly the researcher 
sent the survey to a research company called Vintage communications. A total of 108 PR 
practitioners responded, giving a response rate of 54 percent. Table 5:2 provides a brief 
outline 
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Table 5:2   Planned Versus Realised Sample 
 
Media used Planned sample Realised sample Response rate 
Door to door 
distribution 
200 108 54% 
 
The response rate is used to evaluate and compare the researcher’s ability to persuade 
contacted respondents to participate in the study (DuPlooy, 2001:115). The realized 
sample of 108 is used for the descriptive statistics of the data. 
 
The difference that arose between the planned and realised sample was mainly because of 
 
• The media used and the issue of technical problems. When the researcher sent out 
emails to the respondents to introduce herself and the research half of the emails 
bounced back, and a quarter of them, did not reply, of those that replied, many 
were not certain whether they could participate. Secondly, the researcher had to 
pay people to collect the data on a company-to-company basis that caused delays. 
 
The study, while not conclusive due to its size provides some interesting insights into the 
way Ugandan public relations practitioners carry out their roles in an organisation or 
company as well as how they perceive what their roles should be.  According to Steyn 
and Puth (2000), the two roles of manager and technician have been the cornerstone of 
roles theory in the field of corporate communication for the past 20 years. However, from 
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the shortcomings of practitioners as well as the theoretical perspectives provided on a 
strategic role for the most senior communicator, it is clear that the activities performed by 
practitioners in the two traditional roles are no longer sufficient to deal with 
organisations’ increasingly turbulent environments (Steyn& Puth, 2000:20). 
Recent roles research in the South African environment indicates that CEOs now expect 
three roles from corporate communication practitioners; 
• The role of the strategist 
• The role of the manager 
• The role of the technician. 
The next section of the data will describe the demographic characteristics of the 
population, which includes age, gender and educational background. The demographic 
results are summarised and presented in Table 5:3 and general remarks will follow on the 
distribution. 
Table 5:3   Demographic Characteristics 
Percentages of 
respondents 
 
Age (%) Gender (%) Education (%) 
20-25 
26-30 
 
67 
33 
  
Male 
Female 
 
 66 
34 
 
Certificate 
Diploma 
Degree 
  29 
54 
14 
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• Age 
  The respondents were asked to state their age and the researcher gave no estimates. 
But according to the research the largest group (67%) falls under the age group of 20-
25 years. Thirty three percent fall in the ages of 26-30 and there were no older PR 
practitioners in the sample. This can be explained by the fact that PR is still a fertile 
and growing profession in the country.  
 
• Gender 
  Most PR practitioners were male (66%). The profile in terms of gender of Ugandan 
PR practitioners seems to be quite different from that of South Africa, where the 
profession is flooded with females, according to the researcher’s knowledge. The 
assumption was proved to be incorrect. 
 
• Education 
  The majority of PR practitioners are young and inexperienced and only 14% have a 
university degree. The possible explanation, for this is that most of the PR 
practitioners (57%) have diplomas in PR, which are attained after two years of study 
at the Uganda Management Institute, compared to PR practitioners who train for a 
minimum of three years for university degrees. Further 29% have attained a 
certificate in PR. 
 
The next part of the information will focus on responsibility, the number of staff 
members and whether the PR practitioners are members of a professional organization. 
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That provides the information required to judge what level of PR is being practiced in the 
country. Table 5:4 will provide a summary and at the end of the section a few remarks on 
the distribution will follow. 
 
Table 5:4   Insight of the profession 
Percentage of 
respondents 
 
 
Report directly to 
        (%) 
Number of staff 
members (%) 
Public Relations 
Association (%) 
CEO 
Marketing manager 
General manager 
Others 
30 
54 
13 
4 
  
1 
Between 4 to 5 
More than 5 
 
 7 
65 
29 
 
Yes 
No 
 
 
  29 
72 
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• Respondents were further asked to indicate to whom they reported to directly in 
the organization. The data indicated that most public relations practitioners 
reported to the marketing manager (54%). Thirty percent report directly to the 
Chief Executive Officer, 13% to the general manager and four percent report 
either to the human resource manager or the social responsibility officer. 
According to Steyn and Puth (2000), it is most unfair that the corporate 
communication function should be reporting to another functional area, such as 
human resources or marketing (Steyn & Puth, 2000:7). These issues and concerns 
literally beg the question: Why is it that corporate communication practitioners 
seem so singularly unsuccessful in their attempts to gain recognition and access to 
the strategic level of the organization? The question becomes even more 
perplexing when recent research clearly indicates that virtually nobody at top 
management level, least of all the CEO, disputes the necessity and importance of 
communication to the organization. 
 
• Furthermore, the respondents were asked to state how many staff members were 
in the PR department, and 65% of the respondents had between 4 to 5 staff 
members, 29% of the respondents indicated that there were more than 5 staff 
members and seven percent of the respondents were alone in the department. The 
large numbers of staff in the departments would indicate that PR projects can be 
done effectively as one person can concentrate on being a technician, another on 
being manager and another on strategic management. But this is not conclusive, 
since the researcher is not sure whether all the staff in the department are doing 
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PR work. The researcher assumes that they might be playing completely different 
roles such as sales, promotions or marketing. 
 
• In order to get a clear understanding of the nature of public relations in the 
country. The respondents were asked whether they are members of any 
professional public relations body or association. Seventy two percent of the 
respondents were not part of any body and a telephonic interview of 10% of the 
above indicated that they did not know any such body. Others were not interested 
in paying subscriptions for such an organization. Twenty nine percent of the 
respondents were part of the association, and through a telephonic interview with 
some, they indicated that subscription was paid by the organisations they are 
working for. Another percentage indicated that there are a lot of opportunities 
they gain by being members to such a body, though they failed to declare what 
kind of opportunities they enjoyed. 
 
The next section will provide a summary of the results of questions 8 to 25 in part 1 to 
part 3 of the questionnaire. These questions focused on the activities of the practice of PR 
as carried out in Europe and South Africa as discussed in chapter two. The set of 
statements describing each role will be summarised and presented in a set of tables. 
 
Role one: Technician  
Table 5:5 will provide the results of questions 8 to 14 in part 2 of the questionnaire. (See 
appendix for the questionnaire). 
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Table 5:5   Technician Roles 
A CURRENT ACTIVITY of the PR 
department in an organization 
YES  NO  
Q.8 Use the service of a media clipping 
(clip articles) 
32% 69% 
Q.9 Organise special events e.g. Open 
houses/ gala evenings 
37% 63% 
Q.10 Produce audiovisual materials for 
presentation 
29% 71% 
Q.11 Write articles for the organizations 
publications 
31% 69% 
Q.12 Edit Public Relation materials e.g. 
Speeches, the annual report 
32% 69% 
Q.13 Generate publicity e.g. Writing 
media releases 
42% 58% 
• The majority of the respondents (71%) agreed that their departments did not 
produce materials for audiovisual materials. Furthermore 69% of respondents did 
not write articles for organisation’s publications; do not edit PR materials and did 
not use the service of a media clipping service in their departments. Sixty three 
percent and 58% respectively did not organise special events or generate publicity 
for the organizations through media relations. 
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It is clear from the above that the PR practitioners in Uganda are not effectively playing 
the technician roles, the least of the roles as stated by the European and South African 
perspectives. In South Africa for instance according to a research carried out by Heerden 
(2004), 93% of the respondents agreed that the current activities performed by the PR 
department was to generate publicity for the organization, 89% agreed that their activities 
included the writing of articles for the organization’s publications and 86% edited 
material and kept a media clipping service as part of their work (Heerden, 2004:170). 
 
Organisations cannot achieve communication excellence without practitioners playing the 
technician role. However, by itself, technician role-playing does not contribute towards 
organisational effectiveness, nor does it satisfy the expectations that top management 
have of the public relations function (Steyn&Puth, 2001:21). To satisfy these 
expectations, an organisation has to have a practitioner (s) playing the manager roles of 
public relations. 
 
Table 5:6 summarises the results describing the second role of the practice of public 
relations, the manager role as described by Steyn and Puth (2000). 
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Table 5:6 Manager Role 
 
A CURRENT ACTIVITY of the PR 
department in an organization is 
YES NO 
Q.15 Take responsibility for the success 
or the failure of PR plans 
40% 61% 
Q.16 Develop public relations strategy 
that supports public relations plans 
35% 69% 
Q.17 Manage the implementation of 
public relations plans 
35% 65% 
Q.18 Take responsibility for the success 
or the failure of PR strategy 
28% 72% 
Q.19 Monitor performance of the other 
staff in your department 
34% 66% 
 
• The majority of the respondents (72%) do not take responsibility for the 
success or failure of public relations strategy. Sixty nine percent of the 
respondents did not develop public relations strategy that supports corporate 
strategy. Sixty six percent and 65 % respectively did not monitor the 
performance of the other staff in the department and did not manage the 
implementation of public relations plans, whilst 61% of the respondents did 
not take responsibility for the success or the failure of public relations plans. 
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• The manager’s role drew less than half of the respondents who carried out 
activities of the second role. Forty percent of the respondents take 
responsibility for the success or the failure of public relations plans, 35% of 
the respondents develop public relations strategy that supports public relations 
plans and manage the implementation of public relations plans. 34% of the 
practitioners monitor the performance of the staff in their department and a 
mere 28% take responsibility for the success or the failure of public relations 
strategy. The researcher decided to carry out telephonic interviews to some 
few who were present and those who did not mind being interviewed on 
phone. The researcher‘s aim was to make a link of whether the practitioners 
who tried to carry out the activities of the manager’s role were reporting 
directly to the CEO or marketing manager.  To conclude the researcher’s 
findings, out of the 15 calls, 5 were reporting to the CEO or general manager. 
 
It is clear from the above that the current activities performed by PR departments 
within an organization are not focused on a manager’s role and that explains why 
most PR practitioners in Uganda report directly to the marketing manager (54%) 
since they are not carrying out responsibilities that are required of them to be 
regarded as managers. According to Steyn the role of the manager in public 
relations is a new role in so far as it is a redefinition of the traditional manager 
role, placing more emphasis on message identification by deciding what should be 
communicated to stakeholders to solve problems that developed in the 
relationship or to capitalize on opportunities presented (Steyn & Puth, 2001:20). 
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Table 5:6 summarises the results describing the third role of the practice of public 
relations, namely the role of the strategist. This role has been empirically tested 
and verified in South Africa literature. Steyn (1997) conceptualized the role of the 
strategist in South Africa and similarities between the South African role of the 
strategist and the European reflective role conceptualized by Holmstrom (1996) 
and empirically founding the EBOK project (1999-2002) were drawn by Steyn 
(2003). This study regards the role as the most advanced level of the role fulfilled 
by a PR practitioner. This section therefore aims to determine whether the role of 
the strategist exists in Uganda 
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Table 5:7 Strategic Roles 
 
CURRENT ACTIVITY of the PR 
department in an organization. 
 
 
YES NO 
Q.20 Explain to top management the 
impact of their behavior on key 
external publics 
 
37% 63% 
Q.21 Act as an early warning system to 
top management before issues in 
society erupt into a crisis for the 
organization 
40% 60% 
Q.22 Act as an advocate for key internal 
public by explaining their views to 
top management 
 
43% 57% 
Q.23  Act as an advocate for key 
external public by explaining their 
views to top management 
 
44% 56% 
Q.24 Express the company’s stance on 
social responsibility to society in 
order to gain public trust 
 
42% 58% 
Q.25 Explain to top management the 
impact of the organizations 
behavior on society 
 
33% 66% 
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• The majority of the respondents disagreed that the activities that the PR 
department fulfills are to explain to top management the impact of the 
organisations behaviour on society (66%). Sixty three percent of the respondents 
disagreed that they explain to top management the impact of their behaviour on 
key external publics, while 60% disagreed that they act as an early warning 
system to top management before issues in society erupt into a crisis for the 
organisation. 
 
• Almost half of the respondents disagreed that they act as an advocate for key 
internal publics by explaining their views to top management (57%). And 58% 
disagreed that they express the company’s stance on social responsibility to 
society in order to gain public trust. 
 
• But unlike the technician and the manager role where the percentages agreeing 
were too low mostly below 40%, this role has below half of the respondents 
(44%) agreeing that they act as an advocate for key external public by explaining 
their views to top management, 42% agreeing that they act as an advocate for key 
internal public by explaining their views to top management. Forty two percent 
agreed that they explain the company’s stance on social responsibility to society 
in order to gain public trust. 
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In the next questions 26 and 29, a different kind of question format was used. The 
questions are in relation of the activities of a strategist. The researcher used the kind of 
sample, because she did not want a very long questionnaire, which will turn off 
respondents. Therefore the snowball kind of sampling was used. 
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Table 5:8 Snow ball sample 
CURRENT 
ACTIVITY of the PR 
department in our an 
organization 
Strongly 
Agree 
Agree Neutral Disagree Strongly 
Disagree 
Q.26 Initiate dialogue 
with pressure 
groups in society 
that are limiting 
the 
organization’s 
autonomy 
11% 21% 12% 24% 31% 
    b) Bring to 
management’s 
attention any 
organisational 
behaviour that 
erodes public 
trust 
12% 20% 12% 24% 32% 
    c) Explain the 
views that exist 
in the society to 
top management 
14% 23% 10% 23% 30% 
    d) Bring top 
management’s 
attention to 
societal 
expectations for 
socially 
responsible 
behavior 
12% 21% 9% 30% 31% 
• The majority of the respondents disagree (24%) and strongly disagree (31%) that 
they initiate dialogue with pressure groups in society. Twenty four percent and 
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32% disagree and strongly disagree that they bring to management’s attention any 
organisational behaviour that erodes public trust. Almost above average disagreed 
(23%) and strongly disagreed (30%) that they explain the views that exist in the 
society to top management. With the above percentages, which are too low, it is 
very evident that the role of a strategist in the Ugandan society has not yet taken 
root in most of the companies or organizations in which the research was carried 
out. 
 
Table 5:9 shows a model for developing a communication plan, which is a useful 
guideline for practitioners. The model is important in linking communication plans to the 
corporate communication strategy by means of the communication goals. 
 
Table 5:9 Models for communication plan 
THEORIES Strongly 
Agree 
Agree Neutral Disagree Strongly 
disagree 
Q.27 Research 
 
12% 21% 11% 25% 31% 
    b) Action/ 
Planning 
12% 21% 11% 27% 29% 
    c) Communication 
 
13% 21% 9% 24% 32% 
    d) Execution 
 
12% 21% 9% 27% 31% 
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• The majority of the respondents disagreed (25%) and strongly disagreed (31%) 
that they carried out research on behalf of the company. Grunig concluded that a 
key contributor to the image problem was the lack of objective research for 
evaluating PR programs. 
In Managing Public Relations (1984), James Grunig and Todd Hunt, commented” 
“The majority of practitioners…still prefer to ‘fly by the seat of their pants’ and use 
intuition rather than intellectual procedures to solve public relations problems”. 
 
He further notes that at an applied level, public relations practitioners need to greatly 
expand efforts in both formative (strategic) and evaluative research. Public relations 
is much more than monitoring press clips. 
 
It is clear that in Uganda only 12% of the practitioners strongly agree and 21% agree 
that they carry out research for their organisations. That explains the level of Public 
Relations activities are at a very low scale in organisations, and that further explains 
why PR departments report to another function like marketing. 
 
• The majority of the respondents disagreed (27%) and strongly disagreed (29%) 
that they take action and plan activities of their organisations. Planning is 
essential in the activities of the practitioner, so if more than half are not taking 
action or planning their activities, then it has a lot to talk about the level of public 
relations in Uganda.Steyn (2000) sees it as involving four procedures, that is to 
say, research, secondly objectives, thirdly programming and finally ongoing and 
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follow-up evaluation. Planning is a key to the success of most of the PR programs 
or communication. 
 
• The majority of the respondents disagreed (24%) and strongly disagreed (32%) 
that they communicated public relations plans. Yet 27% disagreed and 31% 
strongly disagreed that they executed public relations plans or programs 
 
Evaluating is an integrated process from the earliest stages of planning using a range of 
formal and informal methods, leads to evaluation being strategic and more valuable to 
management than simply finding out what happened in the past it becomes a tool to plan, 
reduce wastage, improve effectiveness and even save money. 
 
In this context, evaluation is the long-sought key to the boardroom for public relations. 
Yet despite that only 12% of the practitioners agree to carry out evaluation and 21% 
strongly agree, giving an average of less than half of the respondents. 
 
Finally the last question asked the respondents to define the term public relations, this 
was supposed to give the researcher a clear understanding of what they thought to be able 
and if that was in relation to the activities, 72% of the respondents left that question 
blank. The 28% of the respondents who attempted to define PR described it as 
 
-A two-way communication process on building public trust and organization image 
between organization’s publics and the organisation. 
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-  Being able to represent the company at all times, being the spokes person of the 
company. 
-A marketing strategy, in the end to be able to make sales for the company. 
- More to do with promotions creating awareness about the company, in the long run to 
increase awareness and sales. 
 
It is clear from the above definitions that public relations is  not clearly understood, it is 
understood in the context of the company of the practitioner of  public relations.( For 
more clear definitions see chapter one of the research). 
 
In conclusion the results for the empirical phase of this study have been summarized in 
this chapter. The results empirically verified the roles in the Ugandan context. 
 
The final chapter, chapter 6 will discuss the main findings, conclusions, implications and 
recommendations thereof.  
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CHAPTER 6 
CONCLUSIONS, IMPLICATIONS, AND RECOMMENDATIONS 
 
6.1 INTRODUCTION 
This study consists of five chapters, each focusing on a particular range of perspectives. 
These perspectives all contributed to addressing the aim of this study describing the 
current practice of PR in Uganda. Literatures on the roles of the practice were used in an 
attempt to describe the current practice of PR in Uganda. The underlying dimensions of 
the practice of PR were determined by conducting descriptive research in the roles of the 
practice of PR. This chapter draws conclusions, implications are discussed and 
recommendations are made. 
 
6.2 MAIN FINDINGS 
A set of 28 questions was used to investigate the concept of the roles (activities) of the 
practice of PR. On the basis of global literature, three underlying dimensions were 
identified, relating to the three roles (activities) of the practice of PR. 
 
The research results proved that in the Uganda context, 3 roles (activities) of the practice 
of PR exist, namely the strategist, technician and manager role. This proved that the roles 
explained in literature exist in Uganda. It is important to note that of the 28 variables 
used, 26 were adapted from research carried out by Van Heerden (2004) in her 
dissertation at the University of Pretoria. 
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The roles of the practice of PR pertain to the activities that PR practitioners fulfill. The 
findings of this study proved that the current activities of a PR are mainly centered on the 
Manager’s role, but even then the respondents were all below an average percentage. The 
study further proved that less than half of the practitioner carried out the strategic role at a 
minimum level and the technician level was the least of all the roles that are played by 
the practitioners in Uganda. 
6.2.2 Conclusions regarding the main findings 
 
The research proved that the concepts discussed in global theory for the practice of PR 
exist in the Ugandan context and can be used to determine the level of the practice of PR. 
According to the respondents, Ugandan Practitioners, current activities mainly focus on 
the activities of the Manager. The majority of the respondents took responsibility in 
Public Relations plans, but despite the manager role being more prominent in Uganda the 
responses were also relatively low. This can be explained maybe in the kind of education 
received, though not conclusive since the curriculum of PR was not studied. 
 
6.2.3 Implications of the main findings of the roles of the practice of PR in Uganda 
 
The research findings illustrated that the global literature is present in Kampala, Uganda 
and that Uganda is in fact performing PR at the most advanced level of the practice of PR 
as explained in the literature, from a roles perspective. The most advanced level of the 
practice of PR from a roles perspective the strategist is found in Uganda though still at a 
very low level.  Further more, less than half of the PR practitioners fulfill very influential 
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and critical roles within organizations. And this has an impact on why PR practitioners 
are not fulfilling all the roles played by other practitioners on a global level. 
 
The demographic information shows that Uganda PR practitioners are well educated and 
trained in the field of PR. The implication is that these individuals are supposed to be 
very influential and fulfilling very strategic and essential activities within the 
organizations. But the PR practitioners in Uganda are not fulfilling those positions, 
because more than half are reporting directly to the marketing manager, and this explains 
why most of them do not play the roles as discussed in chapter 2. Furthermore, it might 
be in the kind of training they acquire. An investigation in the curriculum needs to be 
done, and a clear understanding needs to be acquired among the PR practitioners who 
actually try to play the PR roles; where they attained there education from, whether local 
or internationally. 
 
The Uganda Public Relations Association is not very active because most of the PR 
practitioners are not members to the association. And the association is supposed to 
contribute much to the development of the PR profession. But since few practitioners are 
registered, it cannot fully do that. Therefore the implication is that the standards and 
codes of ethics of this association need to be revised in order to promote the development 
of the professional to a more management level in the Country. 
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6.3 RECOMMENDATIONS 
 
The research findings have illustrated that the Ugandan PR practitioners are not very 
influential in the Organization. This is mainly because of how PR is positioned in the 
organization and what role it fulfills. 
 
Further more, although the PR association is present in the country it is not playing a very 
vital role since three quarters of the practitioners are not yet registered. Though this study 
did not investigate what is needed for PR practitioners to become members of the Uganda 
PR Association. It would be interesting to determine what is needed for PR practitioners 
to become a member. Furthermore, investigating the codes of conduct and minimum 
requirements would be essential for determining the value of the role of the association. 
 
The PR practioners were the units of analysis. The focus of this study was to determine 
their opinion of the current role that they are fulfilling in the organization. These results 
might be different when top management or marketing manager becomes the unit of 
analysis, focusing the attention on their opinions of the current role that the PR 
practitioners are fulfilling. It would be interesting to see if there is a difference between 
the current role the PR practitioners are of the opinion that they fulfill and the role they 
fulfill in the opinion of top management and marketing manager. 
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6.4 LIMITATIONS OF THE STUDY 
Survey research was conducted in an attempt to describe the practice of PR in Uganda, as 
described by global literature. The research design and the choice of research methods 
and techniques were guided by the fact that the research was quantitative and descriptive 
in nature. Chapter 4 provided a step by step approach that was followed in the attempt to 
get enough respondents. This was one of the major issues in this study, as there was no 
enough knowledge of PR practitioners in Uganda. Data was collected through email to 
most of the practitioners, most email addresses were not operational and those that were 
operational, very few respondents replied.  Face to face collection proved more effective.  
And for the telephonic interviews, a sample of those who had responded were called to 
confirm some of the responses, but this proved costly and the respondents were not 
willing to discuss issues over the phone. 
 
The sample method used in this study, namely stratified random sampling, did not 
provide a big sample. The sample got was from only Kampala district, leaving out the 
other parts of Uganda, leaving out a possible half of the respondents. This explains why 
the response rate was only 54%. 
 
Although this study was descriptive and a quantitative approach was used it was found 
that more in depth information is necessary in order to explain certain aspects more 
effectively. 
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6.6 RECOMMENDATION FOR FUTURE RESEARCH 
This study merely focused on the roles (activities) of PR and did not refer extensively to 
the education and curriculum of PR and the research aspect of the Ugandan body of 
knowledge. In the attempt to investigate a body of knowledge research on all aspects 
should be included 
 
 
There are numerous opportunities for future studies in the practice of PR in Uganda. 
Based on the limitations of this study a few recommendations can be made for future 
research 
 
• Opinions regarding management on the role of PR in an organization 
• Opinions regarding other functional units in an organization regarding PR’s role 
in an organisation 
• Explore which tertiary institutions offer PR training 
• Explore the curriculum used for PR at the formal and informal institutions in 
Uganda 
• Explore the role of the Public Relations Association of Uganda in the 
development of PR in Uganda. 
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6.7 CONCLUSION 
 
The aim of this study was to describe the practice of PR in Uganda. Very little 
information is available about the practice of PR in Uganda and therefore it was essential 
to develop a benchmark that could be used to describe the Ugandan situation. This was 
done in this study through a theoretical discussion of Uganda, in the attempt to explore 
the current level of development for the practice of PR. 
 
This study proved that very little is known about the practice of PR in Uganda and Africa 
excluding South Africa. But this is due to the lack of documented literature on the 
practice of PR in Uganda. The limited information has created perceptions that there is 
not much happening in the field of PR in Uganda or if there is then it takes place at a very 
low technical level. This study proved that the technician level is the one most ignored by 
practitioners. Uganda is currently according to the opinions of the PR practitioner 
functioning at very low levels in an organization which is affecting the practice. 
 
Uganda can start discussing with other African countries on the practice of PR. And it 
should eagerly seek to participate in the global discussions providing a better 
understanding of the way PR is practiced in other countries that might improve the way 
it’s practiced in Uganda. The globe does not understand the complex and dynamic 
environment of Uganda and these issues impact life in general in the country. 
Furthermore, the authenticity of the Uganda culture has a major impact on the way in 
which PR is practiced. It is therefore essential for Uganda PR practitioners to explain this 
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view to the rest of Africa and the world, as this influence social interaction and therefore 
the practice of PR. It is clear that Uganda still has a lot of challenges in regards to the 
development of PR. But through discussion, they can be able to learn through other 
practitioners from the world, and this will bring a lot of respect to the professional and it 
will have a positive impact on the position in the organization. 
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APPENDIX 1 
 
QUESTIONNAIRE 
 
Important Note. 
 
This questionnaire is designed for you to give your views in relation to the current 
activities of the PR department in your organization. Activities of an organization explain 
the roles of practitioners and how management perceives them. The researcher kindly 
requests the respondents to consider the CURRENT situation with regard to role 
activities and not a normative ideal. Your identity and the answers will remain 
confidential and no link between your person and opinions expressed will be made. The 
core findings of this research project will be made public via a dissertation and an article 
in an academic journal. 
Please answer each question. Tick or circle the appropriate boxes where needed.  
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PART 1: BACKGROUND INFORMATION. 
1. What is your title in the organisation? 
 
2. Age 
 
3. Gender:        Male  (       )           Female  (        ) 
 
4. State level of qualification in public relations? 
a) Certificate     (      ) 
b) Diploma        (      ) 
c) Degree          (      ) 
d)   Other 
         Please Specify 
 
5. Who do you report to in the organisation? 
a)  Chief Executive Officer   (      ) 
b)  Marketing Manager          (     ) 
c)  General Manager              (      ) 
d)  Other                                 (     ) 
        Please Specify 
 
6. How many staff members work in the PR department? 
a) 1 
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b) Between 2 to 3 
c) Between 4 to 5 
d) More than 5 
7. Are you a member of any professional Public Relations Body or Association? 
a) Yes 
b) No 
c) I do not know of any 
 
 
PART II: FIRST ROLE OF PR PRACTITIONERS 
A CURRENT ACTIVITY of the PR department in our organization is…..   
 
8. To use the service of a media clipping service (Clip articles that appeared in the 
media about the organization)? 
 
a) Yes 
b) No 
 
 
9. To organise special events (e.g. open houses/ exhibitions/ gala evening)? 
 
a) Yes 
b) No 
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10. To produce audio-visual materials for presentations? 
a) Yes 
b) No 
 
11. To write articles for the organization’s publications? 
a) Yes 
b) No 
 
      13. To edit public relations materials (e.g. speeches/the annual report)? 
a) Yes 
b) No 
 
14. To generate publicity for your organization e.g. writing media releases? 
            a)  Yes 
            b)  No 
             
 
PART III: SECOND ROLE OF PR PRACTICE. 
A CURRENT ACTIVITY of the PR department in our organization is…. 
15. To take responsibility for the success or failure of public relations plans? (A Plan 
is the overall long term goals and specific short term objectives of communication) 
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         a) Yes 
         b) No 
         16. To develop public relations strategy that supports corporate strategy? (A 
strategy is the thinking or the logic behind the actions of a company). 
 
        a) Yes 
        b) No 
         
17. To manage the implementation of public relations plans? 
 
        a) Yes 
        b) No 
         
18. To take responsibility for the success or failure of public relations strategy? 
 
        a) Yes 
        b) No 
         
19. To monitor the performance of the other staff in your department? 
 
       a) Yes 
       b) No 
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PART IV: A THIRD ROLE OF PR PRACTICE 
A CURRENT ACTIVITY of the PR department in our organization is….. 
20. To explain to top management the impact of their behaviour (obtained through 
research) on key external publics (e.g. media, investors, communities?) 
 
      a)  Yes 
      b)  No 
      21. To act as an ‘early warning system’ to top management before issues in 
society erupt into a crisis for your organisation? 
 
     a)  Yes 
     b)  No 
     22. To act as an advocate for key internal public by explaining their views to top 
management? 
 
     a)  Yes 
     b)  No 
    
23. To act as an advocate for key external publics by explaining their views to top 
management? 
 
   a)  Yes 
   b)  No 
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   24. To express the company’s stance on social responsibility to society in order to 
gain public trust? 
   a)  Yes 
   b)  No 
   25. To explain to top management the impact of the organization’s behavior on 
society? 
   a)  Yes 
   b)  No 
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26.  Indicate the extent to which you agree with the statements (Tick off the ones that 
are applicable) 
 
STATEMENT AGREE  NEUTRAL DISAGREE 
   a) Your department initiates dialogue with 
pressure groups in society that are limiting the 
organization’s autonomy. 
   
   b) It brings to top management’s attention any 
organizational behavior that erodes public trust 
   
  c) It explains views/ opinions that exist in society 
to top management. 
   
  d) It brings to top management’s attention 
societal expectations for socially responsible 
behavior 
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27. Which of the following activities does your department carry out mainly? 
STATEMENT AGREE NEUTRAL DISAGREE 
a) Research to establish the basic elements of the 
communication transaction. 
 
   
b) Action/Planning, communication goals (Overall, 
long term) and communication objectives (specific, 
short term). 
   
c) Communication is also called execution, it is the 
implementation of a decision, the process and the 
means by which objectives are achieved. 
   
d) Evaluation conducted, both to monitor and to 
measure how well the plan has accomplished its 
objectives. 
   
 
8. In your own word how would you define Public Relations? 
 
 
 
 
 
 
THANK YOU FOR YOUR TIME AND SUPPORT 
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APPENDIX 2 
Frequencies 
age
72 66.7 66.7 66.7
36 33.3 33.3 100.0
108 100.0 100.0
20-25years
26-30years
Total
Valid
Frequency Percent Valid Percent
Cumulative
Percent
 
gender
71 65.7 65.7 65.7
37 34.3 34.3 100.0
108 100.0 100.0
male
female
Total
Valid
Frequency Percent Valid Percent
Cumulative
Percent
 
state llevel of qualification
31 28.7 28.7 28.7
62 57.4 57.4 86.1
15 13.9 13.9 100.0
108 100.0 100.0
certificate
diploma
degree
Total
Valid
Frequency Percent Valid Percent
Cumulative
Percent
 
who do you report to in the organisation
32 29.6 29.6 29.6
58 53.7 53.7 83.3
14 13.0 13.0 96.3
4 3.7 3.7 100.0
108 100.0 100.0
chief executive officer
marketing manager
general manager
other
Total
Valid
Frequency Percent Valid Percent
Cumulative
Percent
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how many staff members work in the PR department
7 6.5 6.5 6.5
70 64.8 64.8 71.3
31 28.7 28.7 100.0
108 100.0 100.0
1
between 4 to 5
more than 5
Total
Valid
Frequency Percent Valid Percent
Cumulative
Percent
 
are you a member of any proffesional public relations body or
asssociation
30 27.8 27.8 27.8
78 72.2 72.2 100.0
108 100.0 100.0
yes
no
Total
Valid
Frequency Percent Valid Percent
Cumulative
Percent
 
 
To organise special events (e.g open houses /gala evening
40 37.0 37.0 37.0
68 63.0 63.0 100.0
108 100.0 100.0
yes
no
Total
Valid
Frequency Percent Valid Percent
Cumulative
Percent
 
To produce audio-visual materials for presentations
31 28.7 28.7 28.7
77 71.3 71.3 100.0
108 100.0 100.0
yes
no
Total
Valid
Frequency Percent Valid Percent
Cumulative
Percent
 
To use service of the media clipping service (clip articles that appeared
in the media about the organisation
34 31.5 31.5 31.5
74 68.5 68.5 100.0
108 100.0 100.0
yes 
no 
Total
Valid 
Frequency Percent Valid Percent
Cumulative
Percent
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To write articales for the organisation's publications
33 30.6 30.6 30.6
75 69.4 69.4 100.0
108 100.0 100.0
yes
no
Total
Valid
Frequency Percent Valid Percent
Cumulative
Percent
 
To edit public relations material (e.g speeches)
34 31.5 31.5 31.5
74 68.5 68.5 100.0
108 100.0 100.0
yes
no
Total
Valid
Frequency Percent Valid Percent
Cumulative
Percent
 
To generate publicity for your organisation e.g writing media releases
45 41.7 41.7 41.7
63 58.3 58.3 100.0
108 100.0 100.0
yes
no
Total
Valid
Frequency Percent Valid Percent
Cumulative
Percent
 
To take responsibilty for the sucess or failure of public relation plans ( 
A plan is the overall long term goals and specific short term objectives
of communication
42 38.9 38.9 38.9
66 61.1 61.1 100.0
108 100.0 100.0
yes
no
Total
Valid
Frequency Percent Valid Percent
Cumulative
Percent
 
 
To develop public relations strategy that supports corporate strategy (a
strategy is thinking or logic behind the actions of a company).
38 35.2 35.2 35.2
70 64.8 64.8 100.0
108 100.0 100.0
yes 
no 
Total
Valid 
Frequency Percent Valid Percent
Cumulative
Percent
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To manage the implemation of public relations plans
38 35.2 35.2 35.2
70 64.8 64.8 100.0
108 100.0 100.0
yes
no
Total
Valid
Frequency Percent Valid Percent
Cumulative
Percent
 
To take responsibility for the success or failure of public relations
strategy
30 27.8 27.8 27.8
78 72.2 72.2 100.0
108 100.0 100.0
yes
no
Total
Valid
Frequency Percent Valid Percent
Cumulative
Percent
 
To monitor the performance of the other staff in your department
37 34.3 34.3 34.3
71 65.7 65.7 100.0
108 100.0 100.0
yes
no
Total
Valid
Frequency Percent Valid Percent
Cumulative
Percent
 
 
 
To explain to top management the impact of the behaviour (obtained
 through research) on the external publics (e.g media, investors
, communities
40 37.0 37.0 37.0
68 63.0 63.0 100.0
108 100.0 100.0
yes 
no 
Total
Valid 
Frequency Percent Valid Percent
Cumulative
Percent
To act as an 'early warning system ' to top management before issues
in society erupt into crisis for your organisation
43 39.8 39.8 39.8
65 60.2 60.2 100.0
108 100.0 100.0
yes 
no 
Total
Valid 
Frequency Percent Valid Percent
Cumulative
Percent
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To explain to to management the impact of the organisation's behave
on society
36 33.3 33.3 33.3
70 64.8 64.8 98.1
2 1.9 1.9 100.0
108 100.0 100.0
yes
no
5.00
Total
Valid
Frequency Percent Valid Percent
Cumulative
Percent
 
To act as an advocate for the key internal publics by explaining their
views to top management
46 42.6 42.6 42.6
62 57.4 57.4 100.0
108 100.0 100.0
yes 
no 
Total
Valid 
Frequency Percent Valid Percent
Cumulative
Percent
To act as an advocate for the key external publics by explaining their
views to top management
48 44.4 44.4 44.4
60 55.6 55.6 100.0
108 100.0 100.0
yes 
no 
Total
Valid 
Frequency Percent Valid Percent
Cumulative
Percent
To express the company's stance on the social responsibility to society
in order to gain public trust
45 41.7 41.7 41.7
63 58.3 58.3 100.0
108 100.0 100.0
yes 
no 
Total
Valid 
Frequency Percent Valid Percent
Cumulative
Percent
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pressure groups in society that are limiting the organisations autonomy
12 11.1 11.1 11.1
23 21.3 21.3 32.4
13 12.0 12.0 44.4
26 24.1 24.1 68.5
34 31.5 31.5 100.0
108 100.0 100.0
strongly agree
agree
neutral
disagree
strongly disagree
Total
Valid
Frequency Percent Valid Percent
Cumulative
Percent
 
 
it expains views that exist in the society to top management
15 13.9 13.9 13.9
25 23.1 23.1 37.0
11 10.2 10.2 47.2
25 23.1 23.1 70.4
32 29.6 29.6 100.0
108 100.0 100.0
strongly agree
agree
neutral
disagree
strongly disagree
Total
Valid
Frequency Percent Valid Percent
Cumulative
Percent
 
it brings top management attention societal expectations for socially responsible
bahaviour
13 12.0 12.0 12.0
23 21.3 21.3 33.3
10 9.3 9.3 42.6
29 26.9 26.9 69.4
33 30.6 30.6 100.0
108 100.0 100.0
strongly agree
agree
neutral
disagree
strongly disagree
Total
Valid
Frequency Percent Valid Percent
Cumulative
Percent
 
It brings to management’s attention any organisational behaviour that erodes 
Public trust
13 12.0 12.0 12.0 
22 20.4 20.4 32.4 
13 12.0 12.0 44.4 
26 24.1 24.1 68.5 
34 31.5 31.5 100.0 
108 100.0 100.0
strongly agree 
agree 
neutral 
disagree 
strongly disagree 
Total
Valid 
Frequency Percent Valid Percent
Cumulative 
Percent 
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reseach to establish the basic elements of communication transcation
13 12.0 12.0 12.0
23 21.3 21.3 33.3
12 11.1 11.1 44.4
27 25.0 25.0 69.4
33 30.6 30.6 100.0
108 100.0 100.0
strongly agree
agree
neutral
disagree
strongly disagree
Total
Valid
Frequency Percent Valid Percent
Cumulative
Percent
 
 
 
evaluton conducted both to monitor and measure how well the plan has
accomplished its objectives
13 12.0 12.0 12.0
23 21.3 21.3 33.3
10 9.3 9.3 42.6
29 26.9 26.9 69.4
33 30.6 30.6 100.0
108 100.0 100.0
strongly agree
agree
neutral
disagree
strongly disagree
Total
Valid
Frequency Percent Valid Percent
Cumulative
Percent
 
Action /planning communication goals (overall long-term) and communication
objectives (specific ;short term)
13 12.0 12.0 12.0 
23 21.3 21.3 33.3 
12 11.1 11.1 44.4 
29 26.9 26.9 71.3 
31 28.7 28.7 100.0 
108 100.0 100.0
strongly agree 
agree 
neutral 
disagree 
strongly disagree 
Total
Valid 
Frequency Percent Valid Percent
Cumulative 
Percent 
Communication is also called execution its implication of decision the process and 
the means by the objectives are achieved
14 13.0 13.0 13.0 
23 21.3 21.3 34.3 
10 9.3 9.3 43.5 
26 24.1 24.1 67.6 
35 32.4 32.4 100.0 
108 100.0 100.0
strongly agree 
agree 
neutral 
disagree 
strongly disagree 
Total
Valid 
Frequency Percent Valid Percent
Cumulative 
Percent 
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